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AN 


Advertisement 


THAT 
CATCHES 








Unties the Purse Strings. 


YOU In Missouri. 
CAN In the Great Southwest. 


HIT In the 1000 cities and towns 
—_ surrounding St. Louis. 














MORE In the United States, west of 
EYES the Mississippi River. 


Through the Columns of The 


St. Louis Chronicle 














than in any other daily paper. 





Guaranteed Daily Circulation 
Over 


110,000... 


For rates write 


E. T. PERRY, 
Mgr. Foreign Advertising Dept., 


53 Tribune Bldg., 66 Hartford Bidg., 
New York. Chicago. 
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who places his advertising 
in daily papers and maga- 
zines only. That man does 
not reach the country people 
to any great extent. 

He does reach city folks. 

They haven't all the money; not this year. 
They don’t spend so large a part of their in- 
come as do the country people. 

Country trade is valuable. 


It is secured only through local papers. 


One million families read the Atlantic Coast Lists 
papers weekly. 

These 1520 local weeklies make buyers of thes« 
million families. 

Catalogue for the asking. 

It is full of information. 


One order, one electrotype does the business. 


ATLANTIC COAST LISTS, 
134 Leonard St., New York. 
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WHAT AN EXPERT IS. 
Some advertisers labor under the de- 
lusion that an advertising expert is one 
who knows all the tricks and smart 
things and fancy things about writing 
advertisements and knows nothing atall 
about the business to be advertised, or 
what its advertising really requires 
These people are wrong—wrong as far 
as real experts are concerned—right as 
far as alleged experts are concerned. 
But they are another story. The dif- 
ference between the ad made by an ex- 
pert and the home-made ad is the dif- 
ference between anything made by an 
expert and the same thing made by an 
amateur. Take the expert and inex- 
pert at shoemaking. I am inexpert at 
shoemaking. Hanan or Crawford or 
Paisley or Alexander can supply me 
with better shoes than I can make my- 
self. Yet I have had an intimate, lifelong 
acquaintance with my own feet. I 
know their peculiarities. I know what 
they need in the line of shoes, or I 
think I Sometimes I don’t even 
know what they need. Sometimes a 
shoemaker, by a simple explanation 
that even my inexpert knowledge of 
shoemaking enables me to understand, 
proves that I need altogether a dif- 
ferent shoe than the one I have been 
in the habit of wearing. I don’t care 
iow little the shoemaker knows, he 
knows a great deal more about shoes 
than I do, That’s why I don’t wear 
ome-made shoes. I don’t wear home- 
iade hats, home-made clothing, don’t 
ut my own hair, don’t cook my own 
food, don’t make my own typewriting 
1achines—don’t do my own type- 
vriting, for that matter—don’t live in 
house built by myself, or have my 
fices in a building of my own con- 
truction. It’s quicker and cheaper 
nd better all around to go to the ex- 
‘rts in cooking and typewriting and 
fice building, etc., for these things. 
\nd yet Benjamin Franklin made a 
success at representing the United 


do. 


No. I7- 


States at the Court of France clad in 
homespun, and George Washington 
survived Valley Forge living on chest- 
nuts. Some advertisers are successful 
with home-made ads and survive on 
chestnuts. But these same advertisers 
wouldn’t wear home-made clothing. 
I'd like to see Mr. Scott or Mr. Bowne, 
of Scott's Emulsion, or Mr. White or 
Mr. Phinney, of Cuticura, parading 
forth in home-made clothing, and yet 
their home-made ads have been unques- 
tionably home-made. 

If Scott & Bowne had submitted that 
beautiful full-page ad they used (I think 
it was in 7ywuth) last Christmas time 
to an expert advertising man before 
they published it, it would not have 
been an incompatible marriage between 
a tragic and striking illustration, and 
a namby-pamby phraseology. If the 
Potter Drug and Chemical Company 
would take $100 out of the $400,000 
they are said to spend annually in ad- 
vertising to hire some advertising ex- 
pert who knew the art of type as well 
as the art of language to criticise and 
revise the Cuticura ads, they would 
cease to be disfigured with superfluous 
capital placed where they destroy not 
only the artistic effect, but impair the 
selling force. 


NEED EXPERT 


About nine or ten of the best ads 
printed in the best newspapers and 
magazines need editing by an expert. 
Mostly they need typographical atten- 
tion. But lots of ad writers, strong in 
other things, are weak in type—most 
as much so as printers are. But it is 
the expert’s fault ; the printer will set 
type any way the expert says. 

The expert is paid for studying the 
set-up of each ad he writes—or ought 
to be. The printer is not. Besides 
this, the printer’s average work—full 
of misplaced capitals and over-display 
—is the kind the average advertiser 
demands. 

Home-made ads do not usually look 
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as truthful as the ads of experts. This is 
because the home-made ad_ usually 
abounds in little tricks of type, exag- 
geration of language or display, and 
bear the appearance of striving after 
effect, which gives an ad an air of in- 
sincerity. It is like a man ina red neck- 
tie, a diamond pin and loud checked 
trousers—suggestive of bunco-steerers 
or the race track. 
GOOD BUSINESS SENSE. 

A business man dresses quietly and 
neatly. The best business ads are quiet 
and neat—no danger of their not at- 
tracting attention enough. Mr. Sey- 
mour, manager of the New York Zven- 
ing Post, said the other day that an ad 
set in plain pica without any display 
would attract more attention in a New 
York daily newspaper than any other 
kind of anad. Charles Austin Bates 
uses plain type without a vestige of dis- 
play in his own successful ads. They 
look honest, sincere—and they are. 
He injects this same quality into all 
the ads he writes, but if he does not 
believe in a subject he does not write 
on it. 

But to have a belief and to become 
enthusiastic about it, aman must be 
able to analyze the subject he adver- 
tises. He must be able to kndw all 
about it, its relationship to other ad- 
vertised articles in the same field and 
all about the people he expects to sell 
it to. This ability, founded on experi- 
ence, is one of the attributes of expert 
advertising. 

The expert accountant can step into 
a business office and after a day or two 
tell the merchant more about his books 
than he could learn in half a year by 
examining them himself. The expert 
in poisoning cases is he whose knowl- 
edge of poisoning enables him to detect 
its presence and forge the fatal link in 
the chain of evidence which brings the 
murderer to his punishment. 

A DRY GOODS EXPERT. 

Take the case of Manly M. Gillam. 
He is an expert at advertising dry 
goods because he knows how to gather 
the news of a great store, knows what 
news to gather, how to write it and 
how to edit it ; in other words how to 
present it to the public so that the 
public will read it, believe it and heed 
it. But Mr. Gillam did not begin as 
an expert at dry goods advertising. He 
began by learning shorthand while he 
lived on the farm where he was born 
and brought up; learned a lot about 
investigating things through his steno- 


graphic connection with the Pinkerton 
Detective Agency; learned a lot of 
other things in a commercial reporting 
agency ; in the quartermaster’s de- 
partment of the United States Army, 
and in two or three other positions 
that he filled before he became a re- 

rter, where he secured what is un- 
doubtedly the most valuable part of his 
training. 

He investigated scandals, murders 
and suicides, and he reported wedding 
receptions and balls, describing dresses 
and decorations, and told of people, 
events and things, of all kinds and de- 
scriptions, forall kinds and descriptions 
of readers. During this period what 
Mr. Gillam wrote was edited by the 
men at the city desk. They cut out of 
Mr. Gillam’s best stories that which 
he thought was the best in those sto 
ries. They shattered the fabrics of 
his fancy; they ruthlessly butchered 
the creations of his genius, and Mr. 
Gillam, observing what the best news- 
paper men he knew were doing to his 
copy, learned to cut it down to the 
fewest words and strongest words, 
learned to build a big story from a 
little thing, when that story would in- 
terest the readers of his paper, and 
condense into a paragraph what did 
not interest. And after Mr. Gillam 
had gone through the trials and tribu- 
lations of a reporter; he became city 
editor ; directing men, gathering infor 
mation and blue-penciling their copy 
And he received the finishing touch of 
his journalistic training as managing 
editor of the Philadelphia Record, wher: 
he gathered and edited the news of 
the entire world. 

Mr. Wanamaker, when he wante 
an expert at advertising—a man wh 
could gather from day to day all th 
news of a great store, full of good 
collected from everywhere, edit it, cor 
dense it, crystalize it, present it 
such a way as to interest and influen 
the largest number of buyers—went 
Mr. Gillam to fill this position. Wit 
Mr. Wanamaker Mr. Gillam acquired 
what he did not know about the tec! 
nicalities of dry goods, boots and sho« 
dress fabrics and everything else that 
was sold beneath the roof of that great 
establishment. He expected the heads 
ot departments to tell him everythir 
he wished to know about anythi' 
they had to sell. If the head of 
department could not give Mr. Gillam 
this information, he was the wrong 
man for the place. The ability to ex- 
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tract this information was one thing 
that made him an expert. When Mr. 
Gillam became managing editor for 
Hilton, Hughes & Co, he saved more 
than his salary by curtailing the ‘ g’’ 
in Hughes. That little thing shows 
that he was an expert. 

The reason that Charles Austin Bates 
isan expert at advertising is largely 
for the same reason that Gillam is. 
He has had very much the same train- 
ing—worked in a printing office, ran a 
publishing office, ran a newspaper, 
wrote advertising for a big department 
store, and since then has written ad- 
vertising for five or six hundred other 
people in half a hundred different lines, 
consulting with each one, extracting 
from each one the story of his suc- 
cesses and his failures, devising means 
of converting the failures into successes 
and the successes into greater successes, 
besides being consulted every week by 
advertisers who write to him from all 
parts of the country asking him to 
criticise their advertising and advise 
them about their advertising through 
his department of criticism in PRINT- 
ERS’ INK. These men in the aggregate 
spend a hundred million dollars an- 
nually. What they know about ad- 
vertising they tell Charles Austin Bates. 
If what he learns in this way, together 
with the constant practice he has in 
writing advertising—planning and ad- 
vising on advertising—does not make 
him an expert on advertising, nothing 
can and nothing will. 

The alleged experts know a little, 
perhaps considerable, about advertis- 
ng. They profess to know it all. 
[hey make some people think they 
know it all—at least for a time—thus 
getting an opportunity to plan and pre- 
are advertising, which, published, be- 
omes advertised as the work of ex- 
perts. Keen, old advertisers see its 
faults and say: ‘‘Humph! If that’s 
the work of experts I don’t want any 
f it.”” The whole story is, no man 
has a right to advertise himself as an 
expert at advertising, and ought not to 
ssume the responsibilities of an ex- 
pert at advertising, unless he has had 
the necessary training and experience. 
\lieged experts posing as real experts 
have served to undermine the confi- 
lence of the advertising public in ex- 

rt advertising. The alleged adver- 

ing expert has but fleeting success. 
He sinks back quickly into the ob- 
scurity from which he sprung. He 
canmot find work enough to do and he 
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cannot get paid a living price for what 
he does do. 

There are advertisers who are spend- 
ing in the aggregate over a hundred 
million dollars a year, who need the 
services of real experts to step aboard 
the ships that are freighted with their 
hopes, investigate their advertising, 
and, climbing to the masthead, gaze 
out across the commercial seas, giving 
the advertiser on the deck below direc- 
tions to steer his ship so that it may 
avoid the reefs and the breakers, and 
reach the harbor of success. The 
rocks, the reefs and the distant harbor 
are in plain sight to the advertising 
expert who occupies the masthead of 
experience and acuteness, and they are 
not in sight—they cannot be in sight 
to the advertiser who stands on the 
level of his own quarter deck. 

The Defender was built by an ex- 
pert at yacht building, her sails made 
by expert sailmakers, her decks manned 
by expert sailors, and she was steered 
in the winning races by expert pilots 
under an expert captain. I wonder if 
she would have won if she had been a 
home-made yacht, sailed by an inex- 
pert crew, under the direction of inex- 
pert officers ? ADDISON ARCHER, 


ADVERTISING FOR FURRIERS, 


Fur is an article that appeals only to 
the luxurious, to people comfortably 
situated from a pecuniary standpoint. 
Of late years the prices of fur garments 
have materially increased, as well as 
the number of styles, and these two 
changes,have made fur an article that is 
becoming more and more removed from 
the means of the majority of people. 

Consequently, the furrier, when he 
advertises, appeals to a wealthy con- 
stituency, which is usually an intelli- 
gent and cultured one. His advertise- 
ments must asa result, be somewhat 
dignified, free from grammatical blem- 
ish, and must not give the element of 
‘*bargains”’ too much prominence. He 
must also remember that the average 
woman who buys furs knows extremely 
little about them, and that by giving 
her somewhat definite information re- 
garding them in his advertisements he 
is very likely to make her a customer. 
She will come to rely upon the infor- 
mation so secured and unconsciously 
be led to believe that the establishment 
whose interesting advertisement she 
has been constantly reading is the only 
one that is worthy of her patronage. 































































And that leads me to remark that it 
seems curious to me that no furrier has 
yet seen the advisability of utilizing the 
Wanamaker-Gillam style in advertising 
fur. At present the name of the arti- 


cle and the price seem to suffice, 


There is, however, one notable excep- 
tion—Mr. C. C. Shayne, of New York. 
Last year Mr. Shayne utilized whole 
columns in the metropolitan press, giv- 
ing interesting facts about furs—such, 
for instance, as an explanation why one 
fur cost more than another, and some 
references, if I remember rightly, to 
the habits and haunts of the animals 
from which the various furs are ob- 
tained. 

Mr. Shayne’s move was indisputably 
in the right direction, and his adver- 
tisements marked a new era in fur ad- 
vertising. His ads lacked the talkative- 
ness and spontaneity that is sometimes 
an ad’s chief attraction, but this is an 
awkwardness that will disappear with 
practice. 

Speaking generally, there are few 
subjects that can be made more inter- 
esting in an advertisement than furs. 
The habits of the seal, of the walrus, 
or of the sable, that wonderful creature 
who changes his color with the sea- 
son, can form the basis for most inter- 
esting and instructive ads. As Whready 
remarked, the popular ignorance re- 
garding furs is intense, and this is a 
reason why interesting fur ads will be 
more closely scanned for the informa- 
tion they contain than, for instance, an 
ad of dry goods, where the new wom- 
an knows all about the goods, and is 
interested only in the prices. A little 
dissertation on mink one day, on seal 
another, on muskrat a third, would be 
my ideal conception of instructing the 
ladies. The peculiar qualities of each 
variety of fur, as well as its relative 
cheapness and wearing qualities, should 
be dwelt upon. The information given 
should be so specific that a woman 
wavering between seal and mink 
would easily discern which was most 
suitable, either to her purse or taste—or 
both. 

300klets offer an ideal way for a 
furrier to advertise. I do not mean 
that they are to be distributed pro- 
miscuously, but in answer to requests 
induced by newspaper advertising. In 
a booklet or primer the furrier can go 
deeper and further into details, and 
can illustrate in a way that the news- 
paper does not admit of. Specific in- 
formation, given in a pleasant, conver- 
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sational style, is absolutely necessary 
The following advertisement, whic] 
has already appeared in Mr. Bates’ de 


partment in PRINTERS’ INK, I think 


excellent for securing requests for 
furrier’s booklet : 
A LITTLE 

KNOWLEDGE 


is nota dangerous thing whe 








it saves you money, is it? And in buyin, 


furs a little knowledge of what is good an 
what is fashionable and what is really chea 
will be found most desirable. Our little book 
let gives you this information. Send for it 
and you will feel thoroughly posted when y 
visit our store. 


I do not deprecate bargain adverti 
ing in furs at all, if they are genuin 
bargains. I think the furrier woul 
gain an accession of trade and influenc 
if he fought the spurious ‘‘ bargains 
in fur that are sometimes offered | 
some of the department stores. Ther 
is absolutely no objection to depart 
ment stores handling furs, and con 
peting with furriers, if they so inten: 
and the public would probably gai 
by it ; but at present a number of the 
stores simply offer trash, that is dé 
at the prices charged. This is natur 
enough, probably, since the ordina: 
department store caters to a class 
trade that cannot well afford to pu 
chase real fur. At the same time tl 
furrier should see that the people w! 
have the desire and the ability to p 
for the ‘‘ genuine article’’ are not i: 
duced to buy disappointing imitatior 
Certainly interesting ads could be ma 
with this as a text. a oe & 

~~. - 
CIRCU LARS. 

The wide-awake, progressive and 
business man must admit that a three-i 
advertisement in a good trade paper 
more value than barrels of so-called cir 
lars. In fact, hundreds of successful | 
ness men will concede that this is the 
key to success. It is true a catalogue w 
written and printed is a necessity, and 
many cases is as important a factor in tr 
as are the goods themselves, but the catal 
must be supplemented by advertising in tr 
papers, so that it may secure a profit 
distribution. Experience has demonstr 
that the sending through the mail of 
printed matter unasked for, unless it 
something unique and of unusual merit, 
seldom brought in adequate returns. 
waste-paper basket could tell its story in « 
connection, a story which should prov 
formidable. warning to those who de} 
solely upon that means of building up tr 
—Music Trade Journal. 


_-- 


MeErcuants should siete f for the g 
they can derive from it. Not as philant! 
pists ; not as donation to the newspaper. 
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October 2, 1895 


The December Lapies’ Home Journal, 
enlarged to 48 pages—6o columns of ad- 
vertising—is more than filled at this date 


(October 2d). 


omit more than fifteen columns of adver- 


tising for want of space. 


August—dullest time of the year—and 
went to press with eight columns of 


advertising omitted. m 
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THE REASON WHY. 


‘* What makes you buy that brand of Soap ?’”’ 
I asked a woman shrewd ; 

‘* Some others have far larger scope.”’ 
Their names I here reviewed. 

‘* What makes me buy that certain brand ?’’ 
The woman looked surprised, 

And thus she answered my demand— 


** Because it’s advertised ! 


‘* Why did you choose that ribbon fair?’’ 


I asked a little miss ; 

‘«The storekeeper had others there— 
Why did you ask for this ?” 

She gazed at me with pitying eye, 
My face she criticised, 

Then answered very simply, ‘‘ Why? 


Because it’s advertised !” 


‘*What makes you always buy that wine ?”’ 
I asked a business friend ; 

‘*It’s quite a favorite of mine 
But—why select this brand ?’’ 

He looked astonished, and my aim 
He had not recognized, 

But still he answered just the same— 


‘« Because it’s advertised !' 


And so you'll find where’er you go, 
Wherever people buy, 

The goods that have the greatest show 
And on which folks rely 

Are those made known thro’ printers’ ink, 
And it may be surmised 

One merit is, the people think, 


‘* Because they’re advertised ! 





Don’t Trust 

to Luck. | 
" 
Us | 


The 


Sun 


New York.. 














PRINTERS’ INK. 


RU Superstitious ? 


Do You 
BELIEVE IN 
SIGNS ? 


If you do you are a judicious ad- 





vertiser and a good business man. 


Judicious advertising 
Always Pays, 
and especially when you advertise 


in a paper that is read by every- 


body in its territory— 


the. Chicago 
..Dispatch 


By JOSEPH R. DUNLOP, 


reaches the eye of everybody in and 


about Chicago. 
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“Completely covers Southwest Texas and Mexico.” 


San Antonio ...o 


PAPER 


Erpress ... "oi 


Controlling a rich and extensive field. Embracing a 
territory larger than the State of New York. 
.-,- Circulation.... 


Daily . - - 9 9,500 
Sunday - - - 10,500 
Semi-Weekly “ - 11,000 


It is impossible to cover Texas without the San Antonio 
Express. IT IS THE ONLY PAPER west of the Colorado 
River or south to the City of Mexico TAKING DISPATCHES, 
and the one and only morning paper within said territory 


printed in any language. 


Express Publishing Company, 
San Antonio, Texas. 
S. C. BECKWITH, Sole Agent Foreign Advertising, 
469 The Rookery, Chicago. 48 Tribune Building, New York. 
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Street 
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Are among the finest in America. 


Particularly the New Box Cars. 


The advertising in them is one of the 
city’s features. 


YOUR CARD SHOULD BE THERE 
if you want to reach every resident of 
the city daily when they have ample 
time to read and remember your an- 
nouncement. 


Carleton & Kissam 


CONTROL 
ALL 
P| 4 
Office: Perin Bldg., 5th and Race Sts. 


50 Bromfield St., Boston. 
Postal Telegraph Bldg., New York. 


ONLY ONE RATE. 
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OLUMBUS ~~ Hk<exe: 


THE SB IEG INE 
APITAL 
OF OHIO, 


IS A LIVE, BUSTLING CITY 
AND HAS A FINE SYSTEM OF 
ELECTRIC STREET RAILWAYS. 


CARLETON 
& KISSAM 


CONTROL THE 


ADVEKTISING 


IN ITS CARS. 
100 IN REGULAR SERVICE. 
COLUMBUS OFPICE: 

16 BOARD OF TRADE. 


ONLY ONE RATE. 


45c. per Month, Yearly Contract. 
50c. per Month, 6 Months Contract. 
55c. per Month, 3 Months Contract. 

















SIZE OF CARD, 
11X21 INCHES. 


RARGRHAR ARAB GE 
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William G. Reid 


of 220 William St., New York City, is a well- 
known newspaper printer and has five large cylinder 


presses. He is experienced and practical, and, 


previous to his starting for himself, was for 


many years foreman of the great Police Gazette 
printing establishment. Mr. Reid is smart enough 
to take advantage of all the discounts that may be 
had, and has no objection at all to paying cash for 
materials if there is an advantage to be had thereby. 
This has doubtless been one secret of his suc- 
cess, which has been pronounced, while others older 
in the business have gone to the wall. “I use 
500 Ibs. of Jonson’s 4 cent news ink every three 
weeks,” says Mr. Reid. ‘And it is as good as any- 
thing I have ever bought elsewhere for 8 cents. 
I have gradually increased my use of it, and I find 
that it answers the demand everytime. It is the 


most remarkable black ink in the market.” 


I have had but one complaint from Mr. Reid, and that was easily rem- 
edied. He at one time said that the ink was too thin, and I sent him a 
heavier ink and took away the thinner. A heavy ink costs no more than a 
thin one. My inks are guaranteed to be the best that money can buy. They 
always give satisfaction except in cases where the pressman gets full at the ex- 
pense of some ink salesman who is drumming for trade, and in such cases I 
always buy mine back. I take the goods back in every case where any fault 

4 whatever is found with them. 


Send for a trial order. Address, 


PRINTERS INK JONSON, 8 Spruce St., NEW YORK. 
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“We’ve got a customer 
who is very hard to suit.”’ 


Stern & Phillips, Printers, 96 Fulton St., New 
York, have a very neat and complete place. They 
run three power job presses. When my inter- 
viewer told the foreman that he represented a 
printing ink dealer, not mentioning any name, the 
foreman at once said, “ Jonson seems to have a 
cheaper line of inks than any of you, and yet they 
give us the same satisfaction as far as we've gone 
with them. Now, isn’t that strange?” continued 
the foreman. ‘Jonson must use the same material. 
His inks give excellent service. We've had red 
inks of Jonson’s that have surprised us. We've 
got a customer who is very hard to suit, and are 
using Jonson’s red ink at $1 a pound on his jobs 
now, where we formerly used Levey’s at $3 a pound, 
and Jonson’s Ink gives him equal satisfaction,” 


The most natural explanation for my competitors to give of the great re- 
ductions in price that I offer is that I must use inferior materials in the manu- 
facture of my inks, or that my inks are all oil and no color. The fact is the 
raw materials used by all manufacturers are mostly the same. It is in the 
process of putting them together that the secret lies which makes one brand 
better than another. My inks are generally conceded to be better than can be 
obtained elsewhere at any price. All I ask of any printer is a fair trial. If 
the goods are not found as represented, they may be returned and the money 
will be refunded. My system of securing cash with the order naturally en- 
ables me to sell at a smaller margin of profit, and it also enables the printers 
who pay me in advance toavoid making up the losses to ink dealers arising out 
of bad debts, which all those have to meet who sell on credit. Careful 
printers who buy of me are able to make a fair profit on their work and 
satisfy their customers, and to underbid, if necessary, their competitors who 
buy ink on credit—if they ever pay for them. 

My price list will be mailed on application, ADDRESS, 


PRINTERS INK JONSON, 8 Spruce St., NEW YORK. 
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For Mail Orders 


from residents of the Ohio Valley try an advertise- 


ment in the 


Twice=-a=-Week 
.Cincinnati Gazette.. 


The semi-weekly edition of the 


Commercial Gazette. 


Be sure to key your advertisement so that you 
can prove to your own satisfaction the value of the 


paper as an advertising medium. 


Circulation over 50,000 each issue. 
Advertising Rates Low. 


The Gazette is published Tuesdays and Fridays 
each week at the popular subscription price of $1 
per year. 

Its local, State and general news and its market 
reports are full and reliable, besides which it gives 
much space to items of interest to the farmer, the 
laborer, the mechanic, the country merchant and 


particularly the female members of the family. 


Sample copies, advertising rates or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 


PUBLISHERS’ DIRECT REPRESENTATIVES, 
Tribune Building, New York. 1320 Masonic Temple, Chicago. 
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EPIGRAMMATIC INSURANCE AD- 
VERTISING. 
‘By Oscar Herzberg. 

The Weekly Underwriter said edi- 
orially, February 15, 1890: ‘‘ One 
vho cares to look at the Massachusetts 
eports will find that a comparatively 
mall life insurance company, whose 
ome office is in Vermont and whose 
Boston manager is Mr. James T. 
Phelps, does a business in Massachu- 
etts entirely out of proportion to the 
relative size and general reputation of 
the company itself. Other Boston life 
inderwriters, when asked for an explan- 
ition, will tell you that Phelps knows 
how to advertise. It is said that there 
are people who buy the Boston papers 
ust to read Mr. Phelps’ advertise- 
ments, which is certainly as rational 
eason for buying a Boston paper as 
could be given.”’ 

For years, as the foregoing para- 
graph indicates, Boston people have 
had the subject of life insurance 
rought to their attention through the 
medium of paragraphs in the news- 
papers. These paragraphs have now 
been published in book form by the 
National Insurance Company. They 


are as bright and witty a collection of 
nsurance sayings as can be found. I 
should cal] them the Powers style ap- 


plied to life insurance advertising. Mr. 
Phelps says his advertisements are in- 
tended to strike sparks of interest on 
the general subject of life insurance as 
being a clean business, free from specu 
lation, and to perform their work by 
suggestion rather than by explanation 
or demonstration. The necessity for 
insurance is what he hammers at, leav- 
ing the details to the solicitor. If any 
fault is to be found with the advertis- 
ing, it is that it advocates insurance in 
general, instead of fathering only that 
f Mr. Phelps’ own company. He 
emarks that the results of his work 
robably often appeared on the books 
f other companies, but he has always 
een contented with his share. 

I reproduce, herewith, some of the 
shortest of these bright sayings. The 
selection is hardly representative, as 
each page sparkles with concentrated 

nse: 

will your widow dress as well as your wife 


r he beauty of life insurance is that it 
eaches its maximum value when everything 
e is made uncertain by death. This is ex- 
tly what it is for, and there is nothing that 
an take its place, or misdirect it either. 
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Why is insurance like Aladdin's lamp? 
Because it acts immediately when the rub 
comes. 

Suppose you were the wife and she the 
husband, wouldn't you insist on her insuring 
her life ? 

It is insurance that oft proclaims the es- 
tate. Let thy policy be as costly as thy 
purse can buy. 

The man who procrastinates may be sorry 
he met the undertaker before the insurance 
agent overtook him. 

The best family remedy, because it works 
when all medicines have ceased to act, or 
have acted, is life insurance. 

Count that day lost whose low, descending 
sun finds you with health impaired and no 
insurance done—done, not talked about. 

Putting off insurance is like waiting for a 
rising river torun by. The longer you wait 
the smaller becomes the opportunity to cross. 

An endowment policy is the roof of the 
house that shelters the family. The owner 
may creep under himself, if he lives to pay 
for it. 

Wives of smart men should remind them 
they can make their lives secure, and, depart- 
ing, leave behind them something solid, 
something sure. 

** said he, “ that love can 

She: “ Yes, but 
Love aims to pro- 


“Do you believe, 
exist without jealousy ?”’ 
not without insurance. 
tect and to provide.” 

Let no false modesty prevent your demand- 
ing of your husband a reasonable amount of 
insurance on his life, payable to you on the 
event of his death. It is your right. 

Potential manhood: Why not put up some 
of your labor for use when the tree withers? 
That is life insurance—a storage battery that 
will work when the dynamo that gave it 
power is forever still. 

Generous to a fault, but careless of and 
cruel to his family, is the man who fritters 
away his earnings for their present delight 
but deposits no savings for the insurance o 
its continuance hereafter. 

Is anybody pestering you with lif: insur- 
ance propositions? If so, give him a hear- 
ing. You have no business so important as 
the solvency of your estate and the safety of 
your fami Take or make time and room 
for the life insurance agent. 

Answer to Widow B.: The fact that your 
husband intended to insure is of value only 
sacred memory. Corporation sorrow 
would starve a goat. Your need for money 
is admitted, but the company can pay you 
nothing, because your husband wasn’t in it. 

Space forbids more quotations. 
There is a chapter in the book in 
which advertisements founded on 
popular sayings are given; another 
chapter in which are printed humorous 
and punning advertisements, and one 
in which the advertisements are in the 
form of fables. The humorous ads 
are humorous in fact as well as in 
name. Altogether the book is well 
worth reading. It scintillates with 
wit and should be valuable to every 
ad writer who is aiming at bright and 


snappy writing. 


as a 
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Select the Good. 
Avoid the Bad. 


Most advertisers do some ad- 

vertising that pays well, some more 

that does not pay so well, and con- 
siderable that costs more than it 

brings. Our experience enables us to 

point out the media of the first class, 
teaches us to generally avoid those of 

the second clMss, and to positively 

shun all that great multitude of publications 
which seem cheap to the uninitiated, and 
swallow up such a great percentage of many 
an advertiser’s appropriation as to transform 
his investment from a profitable into a 
losing one. Years of familiarity with the 
newspapers and periodicals that are available 
for good work make our services valuable to 


an advertiser. If you have use for them 


ADDRESS 
THE GEO. P. ROWELL ADVERTISING COMPANY, 


NO. 10 SPRUCE ST., NEW YORK. 
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CONCERNING PUBLICITY. 


Publications grouped under the fol- 
lowing sub-divisions are all, in one 
way or another, tributary to the spread 
of information and, as a rule, through 
the medium of the general press. The 
lists below contain all of these peri- 
odicals reported in the American 
Newspaper Directory for 1895 as 
iaving a circulation each issue of 
more than 2,000 copies. All these cir- 
culation ratings to which an asterisk is 
prefixed are guaranteed by the Direct- 
ory to be absolutely correct. Those 
not so marked are not so guaranteed. 
Their publishers making no definite 
report, they appear in the Directory 
with an estimated rating expressed by 
letters, indicating that they are be- 
lieved to have the minimum circula- 
tion for which the letters stand. In 
these lists the minimum figures are 
substituted for the Directory letter. 

ADVERTISING. 

This is a comparatively new field in 
ournalism, but there are g publica- 
tions devoted to it—2 issued weekly, 
6 monthly and 1 bi-monthly. ‘ihe 
innual expenditure for advertising in 
the United States is estimated to be in 
excess of two hundred million dollars. 

Weekly. 
New York, N. Y....Printers’ Ink, 
Monthliies, 
New York, N. Y....Art in Advertis- 
ing, 

. Advertiser, 
Ink Fiend, 
Profitable Adver- 

tising, 2, 

The combined circulation of the nine 

iblications is apparently about 30,000 
copies each issue, but of this consider- 
ably more than one-half is guaranteed 
by one paper alone, as shown in above 
list, 


*17,768 


Chicago, Ill. 


Boston, Mass 
250 


AGENTS. 
The mission of these papers is 
primarily to bring to the attention of 
gents, or those desirous of becoming 
ents, opportunities for engaging in 
The business transacted 
rough canvassing agents is very 
ge. A great many books are sold 
y .by subscription, in this way. 
welty dealers depend largely upon 
ents, and some newspapers rely 
m them for their subscribers. 
ere are II newspapers in this class— 
monthly. 
ladelphia, Pa.... Agents’ Herald, 
w York, N. Y....Agents’ Guide, 
st Atlanta, Ga...Southern Agent, 


siness. 


75,000 
42,000 
12,500 
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BOOKBINDING, 

Four publications were devoted to 
bookbinding and kindred topics. They 
are all monthlies. 


Buffalo, N. Y Am. Bookbinder, 
New York, N. Y....Am. Bookmaker, 


5,389 


2,250 


BOOKS, NEWSPAPERS AND PERIODICALS. 

There are 24 publications in this 

class—5 issued weekly, I semi-month- 

ly, 17 monthly and 1 bi-monthly. 
Weeklies. 

New York, N. Y...News Trade Cir- 
cular, 

Journalist, 
Semi-Monthly. 

New York, N. Y...Bookseller, News- 
dealer and Sta- 
tioner, 

Monthliies, 

Philadelphia, Pa.... Book News, 

San Francisco, Cal..Book and News- 
dealer, 

Springfield, Mass... Library Bulletin, 

New York, N. Y...Book Buyer, 

Union, 

Chicas, 8il.ccscees Nat. Printer Jour 
nalist, 

Louisville, Ky...... Nat. Publisher 
and Printer, 2,250 

... Writer, 2,250 


#5000 


*9,500 


7,500 


4,000 
4,000 
4,000 

*3,000 


2,250 


3oston, 


Mass... 


LITHOGRAPHING., 
There is but one publication in this 
class—the Lithographic Art Journal, 
monthly, New York City. 


PAPER. 

In the interests of paper and paper 
making there are 4 weekly, 2 bi-week- 
ly and 3 monthly publications. 

Weeklies. 
New York, N. Y...Paper Mill and 
Wood Pulp 


Trade 


Monthites. 


Spunatald, Mass...Paper World, 
Philadelphia, Pa....Paper and Press, 


POSTAL. 

In the interest of postmasters, postal 
information and better postal facilities 
there are 5 monthly and 1 quarterly 
publications. 

Monthlies, 

Washington, D. C..Postal Record, 2,250 
New York, N. Y...United States Mail, 2,250 
Quarterly. 

Boston, Mass......./ A.B.C. Pathfinder 
and Dial Postal 
Guide, 4,000 


The United States Official Postal 
Guide, monthly, does not insert adver- 
tisements. 
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PRINTING, ENGRAVING AND ELECTRO- 
TYPING.~ 
For these combined industries there 
are I weekly, 3 semi-monthly and 5 
monthly journals. 
Semi-Monthly. 
Indianapolis, Ind...T y po graphical 
Journal, 
Monthly. 
Chicago, Ill........Inland Printer, 4,000 
National Printer 
Journalist, 2,250 
Louisville, Ky...... Nat. Publisher 
and Printer, 2,250 


Boston, Mass....... Engraver and 
Printer, 2,250 


*9,500 


STATIONERY. 

There are 3 weekly, 1 semi-month- 
ly, 2 monthly and 1 quarterly publica- 
tions of this class. 

Weeklies, 
New York, N. Y...Am. Stationer, 2,250 
Geyer’s Stationer, 2,250 

Quarterly. 
St. Louis, Mo...... Stationer, 2,250 


TELEGRAPHY. 

There are 1 semi-monthly and 4 
monthlies devoted to telegraphy—two 
only are credited with as much as 2,000 
circulation. xg 


Semi-Monthly. 
New York, N. Y...Telegraph Age, *8j000 
Monthly. 
New York, N. Y...Journal of the 
Telegraph, *22,800 


British North America has 1 semi- 
monthly and 3 monthlies in the above 
classes. Two are given over 2,000 
circulation, viz.: 

Semi-Monthly. 
Montreal, P. Q.....P ropagateur des 
Bons Livres, 2 250 
Monthly. 
Toronto, Ont...... -Books and No- 
tions, 2,250 
—__+~>—_—__—— 
7.8 CA. 

mata Oy W. Cook of the Bridgeport, 
Conn., Y. M. C. A., sends the Zra a list of 
some of the methods adopted to advertise the 
winter work: 

1. Circulars sent in addressed envelopes to 
all voters. 

2. At different periods, two circulars sent 
to all men on the pay rolls of the leading con- 
cerns of the city. 

3. Attractive cards in the advertising racks 
and in the windows of street a. 

> ¢ posters on several hundred theater 
bulietin Boos, 

Large posters in factories, stores and 
ofhees. 


6. Gymnasium exhibitions in surroundin, 
towns, at which printed matter is distribute 
and the work “ talked up.” 

7. Stereopticon entertainments, including 
lantern slides, announcing important associa- 
tion features, 


WHO IS HE? 

Artemas Ward, Petroleum V. Nasby, 
Mark Twain, Josh Billings and The 
Danbury ews man first attracted at- 
tention by contributions to inconspicu- 
ous newspapers. A budding genius is 
just now conducting the Monroe (Mich.) 
Democrat, Here are a few local para- 
graphs culled from the issue of Oc- 
tober 10: 


Frank Drake, of Dundee, has a sore hand. 
He stroked the fur of a buzz-saw the wrong 
way. 

The “dough me soul”’ class of Whiteford 
Center will soon renew the musical conflict 
under the tutorship of G. Waffle. 

A successful series of South Rockwood ice 
cream and dyspepsia socials for the season 
has closed,and proved profitable and pleasing. 

Chicken thieves and chicken-pox are trans- 
acting business at Petersburg. The former 
has weeded out the fat pullets and the latter 
sent several primary grade chicks home to 
roost awhile. 

Without reflecting on any of his neighbors 
within a mile of him, Henry Fox, of Steiner, 
has removed his corn crib and wagon shed 
from a remote point to one within shot gun 
distance of his residence. 

Mr. L. Lamkin, of London, has threshed, 
this season, over roo bushels of Buckwheat 
from four acres of ground. Frost and failure 
have not worked together on his crop. A 
single stalk, in one instance, yielded 3,434 
kernels. If Mr. Lamkin were not a man of 
known truth and popularity, we should say 
he would be the right kind of a man to swear 
to the circulation of the Detroit afterno: 
dailies. 

Mr. Wallace, of West Dundee, may thin} 
he did a nice trick the other day, but there 
are two other men who will not agree wit 
him. Mr. Wallace saw the said two other 
men busy gathering his walnuts, and laid 
ambush while they gayly shook the fruit 
from the burdened teams and heaped the 
in a pile, singing a merry, harvest hym: 
Then he coarsely intruded his presence and 
with much suddenness they took to flight 
and the unfeeling Wallace measured up, wi! 
baskets they left, 14 bushels of nice fruit 
which he carried home. 


If the man who wrote these ite: 
is not earning a hundred dollars a wee} 
now, he soon will be if his head does 
not swell. PRINTERS’ INK recommen 
Puck, Judge, Life, Texas Stiftings ai 
other alleged funny papers to ask 
exchange with the Monroe (Mic! 
Democrat. 


WHERE MISTAKES ARE MADE. 

It frequently requires more originality 
adopt another fellow’s idea to your own | 
pose than it does to wake up an original : 
inside your own cranium. More mistakes 
are made by advertisers who try to fol 
the style or ideas of others than by t! 
who strike out boldly on a line all their « 
This does not argue against absorbin, 
good thing when you see it—it only wa 
you to be sure you know how you are us''g 
it.— Push. 
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Profitable 
Product 
Inexpensively 
Produced 


is the WHY of the “‘NEW MODEL’’ WEB. 
It has speed heretofore only DREAMED of, and 
speed, like whisky, ts a good thing to have around 
—when vou need tt. It ts the acme of simplicity, 
for a VERY small man and a big boy can run it. 
It is the economist of printing machinery; it saves 
labor, time and trouble in the production of a 
newspaper. 


More aboul it? Send for booklet. 


Your 
Job 
Department 


Are you harvesting a profit or a deficit. The 
‘““CENTURY’’ PONY extracts profits from the 
grave where close competition and old-fashioned 
machinery have buried them. It brings the dead 
to life. TRY IT! 


Campbell Printing Press and Mfg. Co., 


6 Madison Ave., New York. 334 Dearborn St., Chicago. 
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Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 


Plans, Advice, Writing and Illustrating for Advertisers. 


acquaintancs nong the best 


ood busine men to know 


the way of giving advice and 
reason n going to make 


to hold 


vember 


To Users of Catalogues— 


Send me $25 and your last cata- 
logue, and I will tell you how your next one can 
be greatly improved. I may be able to tell you how 
to save some money on it. I know! can tell you 
how to make it more attractive—how to increase 
the probability that it will convince people who 

‘et it—how to make it sell more goods. believe 

here are hundreds of cases in which the service 
I shall render will be worth $500. There may be 
gome in which it will be worth less than #2 

I really do net.see how that can be possible. 
telligent criticism of a catalogue is sure to re- 
sult in some good. The catalogue isa big thing, 
and costs lots of money, and it ought to be as 
near right as possible 


To General Advertisers— 


(Other than medical and maga- 
zine advertisers)—send me Cy 5 and I will send 
you complete elec otype s of six illustrated ad- 
vertisements. I will also answer any questions 
ss save 4 ask, and struggle with any problems 

been worrying you. I wi give you 
~~ bos information about anything fa ave 
tising. 1 have perfect confidence in my ability 
to give you better ads than you have had before. 
I believe I am safe in saying at eve J L 3 I pre- 

your former ads myse I am 
joing better work now than Ie -1 r did ‘before. 


To Retailers— 


On receipt of $20 I will send you 13 
ads, with an attractive illustration for each ad 
(stock illustrations, of cours bis will be 
enough to give youa fresh ad every week for 3 
months. It will be enough toenabisyou to form 
an opinion of the value of my work in your par- 
ticular business. If, with your order, you sen 
me some of your old ads, and tell me ‘what you 
have been doing and what your difficulties have 
been, { will advise you, giving you the benefit of 
what I know about adv ertising, and what I have 
been able to find out from other good business 
men in your line. For such a letter of advice 
my usual charge is $10, so that you will see I 
am giving you $30 worth of service for $20. 
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THE PRIZE ADVERTISEMENT 
TWELFTH WEEK. 


In the twelfth week of the competi- 

m for the PRINTERS’ INK Vase, thirty- 
yne advertisements were received. Of 
ull these the one here reproduced 
thought to be the best : 


INK, 23 
sideration December next, as promised 
in the terms of the competition set 
forth in the 76-page pamphlet prepared 
for the purpose of fully conveying the 
particulars and conditions of the com- 
petition for the PrinrErs’ INK Vase. 
The pamphlet will be sent to any ad- 
dress on application. Mr. W ilson en- 


So aS SRO Sah SO SM Sa 


A Sure Way to Get 


Other 


le to have something the people want, and to let them know yon have it 
cap get it; and what price they must pay fc 
These facts told simply 


advertisements correctly written and ju 


will ae surely bring you money io eachange for sour goods as that the day 


the night, 


If you lack the skill, 


drawing ads., you will Gnd a wondrous hel; 


PRINTERS’ 


Aa illustrated weekly journal of 64 to 80 paves, devoted w the 


dicivusly placed in the ri 


People’s Money 


where they 
or it 
plainly apd honestly 


gh 


through 
mediuine, 
eucceedes 
or havn't 


the Ume to write money 


erin 


INK, 


Ofy and practice of 


advertising, and to the bent interesis of advertisers everywhere 


It fe full 
suggestions to the man who is williog t& 
advertisers, 
contributed to (we pages every week 


of bright 


the advice of professivnal ad 


ideas, lane aad 


» profit by the eaperience of suc 


writers and the many ready mad 


The old and eaperienced advertiser will aleo find mach to 
please and profit him in the weekly visite of the “The Little Schoo! Waster.” 


A sample copy 
hole story 
Dec 
now, for as many 
Address Printers Ink, No. 10 
Spruce Street, New York, N 


Subscription price is now §2.00 u year, 
Siet, 1895, it will be $5.00; but yc 


to be had for the asking—tvill tell you the 


After 
yu Can have at from: 


yesre as you care to pay. #t the $2 00 rate, 


Y. 


SO AE AEE AAS ALS AAS ALS Ad 


This advertisement was written by 
Mr. A. M. Wilson, D., of Kansas 
City, Missouri, and appeared in the 
Vonthly Signal, of Kansas City, Mo., 
for October. In the original it occupied 
4'4x33¢4 inches. In accordance with 
the original offer, a coupon entitling the 
holder toa paid-in-advance subscription 
to PRINTERS’ INK from date of presenta- 

1 to Jan. 1, Igo1, the beginning of 

twentieth century, has been sent to 

. Wilson, and a second coupon of the 

e class was also sent to the adver- 

ng manager of the Signad. 

Mr. Wilson’s advertisement will be 


placed on file and have further con- 


joys the distinction, in common with 
Mr. Chas. J. Zingg, of having had ads 
of his twice selected as being the best 
of all submitted during the respective 
weeks in which they were submitted. 

The thirty unsuccessful competitors 
passed upon this week each received 
a coupon good for one year’s subscrip- 
tion to PRINTERS’ INK, and have to be 
content with this very moderate com- 
pensation forthe effort put forth. Each 
one, however, may find satisfaction in 
knowing that, although he failed to 
take first place this week, seven more 
opportunities are still open to him, if 
he chooses to repeat his effort, 
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BOSTON ODDITIES. 
Boston, Oct. 8, 1895. 
Editor of Printers’ Ink: 

Sam A. Beckhard, the Parker House haber- 
dasher, has filled one large window full to 
overflowing with Trilby scarfs, and in the 
center of the window has:a life-size crayon, 
the front of which has been cut to let one of 
the “ Trilby’s ” show as if in place on the col- 
lar of a man. : 

Jaynes, the cut-rate druggist, has kuocked 
the appropriateness of the expression “* yel- 
low” off its pins. Jaynes & Co. run three 
large stores and an immense laboratory. The 
outside of their stores is covered with yel- 
low signs, and inside yellow Dp mamapee 
Yellow paper for vogue and yellow twine 
for tying are used. Ali of their own prep- 
arations are incased in yellow wrappers or 
boxes. One of their “stock quotations ’’ is, 
“We have something just as good at a less 
price.” They believe in signs, both out and 
inside the store, and keep continually chang- 
ingthem. Black lettering on yellow ground 
fills the bill. At the soda fountain lemonade 
and age pheeehane are the favorite drinks. 
They believe in window displays, and have 
had “‘ pill guessing” contests and electrical 
displays of all sorts. Probably no person 
going east or north to the pee is unaware 
of Jaynes’ place. goes & Co. have pushed, 
have yelled and shouted themselves hoarse 
telling ople that the Yellow Store was 

a Co.’s cut-rate drug store. Jaynes 

0. have waxed prosperous, and I hear are 
looking for another store to add to their list. 

Some of the smaller dailies in Boston in 
order to attain a respectable amount of classi- 
fied ads offer to insert ‘‘ Help Wanted” and 
“Situation Wanted” ads free. For other 
classified business they have asked one cent 
a word. = 

Jordan, Marsh & Co. have a huge spider’s 
web about 8 feet by 12 in size, built of yellow 
silk cord, in one of their show windows this 
week. Two Japanese spiders, realistic enough 
to make people shiver, are at home on it. 
The array of “picture hats’’ behind it is 
not obscured at all, while we men think of 
the application of ‘* Ye spyder and hys fli.” 

E. L. doerriz. 


bag aes 
NEWEST NOVELTY. 
Editor of Printers’ Ink: 

The cleverest output of man’s brains this 
year in the novelty line is a curious rockin 
chair brought out by a company of capital- 
ists of Buffalo, N. The advertising feat- 
ure of this device lies in the clever attachment 
of a simple mechanism under the arms of 
the chairs. In either arm is cut a three-inch 
square opening, with glass covering, and be- 
neath this, worked automatically by the ac- 


tion of one sosiing, the machinery does its 


work, having an endless ribbon upon which 
are printed the advertisements, and, as the 
rocker oscillates with every movement, a 
new card comes into view. 

Marcit Bowman, 


_—__+o>—_—- 
AN OLD PHRASE RENEWED. 
New York, Oct. 11, 1895. 
Editor of Prixters’ Inx: 

The Jnternational Art Irinter, in an- 
nouncing its prize contest, says: “A Good 
Thing. Don’t Push It Along. Keep It For 
Yourself.” I think this is a very unhack- 
neyed turn to a very hackneyed phrase. 

Constant READER. 


PRINTERS’ INK. 


BUFFALO ADVERTISING BUDGET, 
Burra.o, N. Y., Oct. 9, 1895. 
Editor of Printers’ Ink: 

A clothing store that is about to occupy 
spacious quarters in a new building that rents 
for $40,000 a year has adopted for a motto 
“The big store with little prices.””’ Another 
concern uses this: ‘“‘ Ours is the store where 
you find everything excepting high prices.”’ 

What is claimed to be the largest show 
window in the United States will be dressed 
for the first time in Buffalo next week. The 
one plate glass front contains 23,760 square 
inches. 

Not many variations of the late yacht racx 
could compete with this one written by on 
of our clothiers: ‘* How many do you sup 
pose used the victory of the Defender ove: 
the Valkyrie as a text for advertising? Don 
know? ell, the number of them ran int 
the thousands. We did not use it, althoug! 
we are right in the Sailing Business—makin, 
hundreds of sales daily.” . 

A local shoe dealer has a ay oe way of 
advertising. He announces that he will fur 
nish free every one-legged person in the city 
with footwear. The more fortunate ones 
with two feet will encourage this act of charity 
and patronize him liberally. 

C. B. Russell & Co., the expert printers, 
are wide-awake advertisers, and Mr. R., in a 
conversation about Printers’ Ink the other 
day, claimed that advertising was the only 
way to make money nowadays. 

Marcie Bowman. 


BETTER TRY BOTH. 
New York, Oct. 1, 1895. 
Editor of Prixters’ Ink: 

A discussion having arisen regarding the 
following question, we take the liberty of 
referring it to you as experts in this field : 

There are two trade papers regarded as 
equal in merit, and as practically reaching 
the same people. One of these —_— has 
quite a showing of advertisers of a certain 
branch; the other has none of these adver 
tisers. A certain firm, regarding itself 
superior in its reputation and in the quality 
of its products to any of the other houses ir 
the line, asks the question whether it will be 
more advisable to advertise in the paper ir 
which it would be the only advertiser in 
line, thus having, so to speak, an exclusive 
representation, or to insert its advertise 
ment in the other paper in which the s 
called inferior houses are advertising their 

oods. Itis proper to add that, although the 

ouse referred to looks down upon the other 
firms, it still recognizes, to a certain degre¢ 
their competition, and the likelihood that 
they may work up to its level. 

An answer from you in PRINTERS 
upon this interesting and debatable ques 
would be very much appreciated by 

A. D. Suits 


INK 





TURNING OVER A NEW LEAF. 
San Francisco, Oct. 1, 180 
Editor of Printers’ Ink: 
If I were a resident of Sacramento I t! 
I should look up this grocer: 


REFORMED. 
re EORGE SERMONET, the grocer, who use! to 
¥ cheat as well as anybody else, has refor!:: 
He now gives customer full weight, ! 
measure and a square deal all lo 
Corner of Eighth and G Streets. 


Freperick Om! 











PRINTERS’ INK, 


MR. LA COSTE'S IDEA. 
Office of H. D. LaCoste, l 
38 Park Row. 
New York, Oct. 9, 1895. ‘ 
ditor of Printers’ INK: 

Noting the criticism made b 
Austin Bates in Printers’ Ink, - | 
juoting from which : 

“On page 40 is an advertisement of the 
Dayton Times-News. It is a plain, dignified 
tatement that tells about everything an ad- 
ertiser would want to know, except the rate. 

don’t see why rates should not be pub- 
ished, if a paper really has any real rates. 
Chey don’t do it for some reason or other— 
even the papers that everybody knows have 
fixed and inflexible rate do not put it out in 

id type.’ 

So far as the Dayton News and Times are 
yncerned the point we aim to make in our an- 

yuncements is that, for the purpose of reach- 
ng the homes of Dayton thoroughly, they 

are invaluable. When we have succeeded in 
mvincing the advertiser of this, the matter 
f price is unimportant, and the publication 
f our rate schedule would be of less assist- 


Charles 
Oct. gth, 


ance in attracting the advertiser than a plain 
statement setting forth the merits of the 


a 
' eo were offering something special in the 
way of prices, on the plan of a “Bargain Day”’ 
in vogue with department stores, it would 

ndoubtedly be advantageous to include the 
price for space. 

Our experience is that advertisers who 
want a paper will pay a fair rate. Our ad- 
vertising in Printers’ Ink and similar pub- 
lications is for the purpose of creating that 

* Want.’ 

H, D. LaCostr, Eastern Manager, 
Dayton, Ohio, News and 7imes, 
toe 
HOW TO KILL GOOD ADS. 
Editor of Printers’ Ink: 

It is the easiest thing in the world to kill a 
good ad. Just give it to a poor printer and 

nsider it dead. I have often sworn a “* deep 
sea”’ oath to find my own matter—matter in 
which I had taken pride and prepared with 
great care—cruelly butchered by an incom- 
etent compositor, whose knowledge of the 
harmony of types was very meager 

To find the main points of your ad lost in 

wer case agate and the least important 
words staring at you in bold four-line caps is 
enough to prompt a man to commit suicide 

rmurder. But they know their business, 
these “ last century’ printers, or they think 
ey do, which amounts to the same thing. 
You can’t advise them, your suggestions are 
ssented, your requests brazenly ignored and 
yur instructions insolently laughed at. For 

ol arrogance commend me to the inartistic 
and ignorant printer. Not even knowing 
e wan to know how little he knows, he as- 

mes an air of experience and authority that 

uld be praiseworthy if it were not so 
retchedly out of place. 

I call a poor printer an ad butcher. He’ll 
kill thé best work that you can turn out. 
Fortunately these fellows are scarce and 
growing scarcer, but sometimes you are bound 
to scrape acquaintance with them. At a 
temptin ly low price—far too high for their 
v —t secure all of an advertiser's print- 

. and when you are called to do any work 

r the firm—booklet, circular, catalogue, 
etc. —they, of course, have the chance to mur- 
der your best efforts, and they do eC 

. G. 


25 


DOES POETIC ADVERTISING PAY? 
Editor of Printers’ Ink: 

There is a wide difference of opinion as to 
whether advertising in verse is profitable or 
otherwise. I lean towards those who think 
otherwise. I am not in a position to state 
that it has never paid any one, but, if there 
are any exceptions, they merely prove the 
rule that rhymed advertisements, though they 
may be pleasing, are not profitable. 

Advertising verses are chiefly to amuse, 
and, because of this, they are never consid- 
ered seriously. Now, any kind of an adver- 
tisement that is meant to sell goods, weust be 
considered seriously to affect business. I 
may be wrong, but I don’t believe there is a 
rhymed ad in existence that ever sold a 
dollar’s worth of goods of itself. Person- 
ally, I have guia’ very many advertising 
jingles, notably those of Charles Snyder's 
“*See that Hump ”’ brand, but I never bought 
a cent’s worth of anything through reading a 
verse ad about it. 

Of course, some of the alleged poets of to- 
day will contradict me, but they can’t con- 
vince me, unless by tangible proof, that their 
stanzas and couplets and quatrains ever did 
any business—real, practical business. It 
does not seem natural for frivolous by-play 
and serious business to go together any more 
than a grave statesman should associate with 
a clown. The poets may think they are 
booming business, and thinking is no crime, 
but the advertiser is the one who ought to 
know whether this so-called poetic advertis- 
ing pays him or not. Joun C, GRAHAM 

«er a 
A NOVEL QUESTION, 
MonTREAL, Oct, 10, 1895. 
Editor of Printers’ Ink: 

Being desirous of making a new departure 
in advertising, we addressed an offer to the 
three largest Protestant congregations in this 
city in the form of three prizes, according to 
the number of members and visitors, First, 
second and third prizes, $500, $300 and $150, 
for the privilege of placing in the vestibules 
of their respective chur ~ be a large gilt- 
edged poster, acquainting the congregation of 
each church of the fact that we were the 
most reliable and extensive dealers in all 
kinds of moked, pickled, boneless, dried, 
green, frozen, fresh, shell and canned fish. 

The trustees of the most fashionable church 
have taken umbrage, or offense, at our offer, 
and state that unless we withdraw the insult- 
ing offer they will expose our letter in the 
odiaues of the city papers. 

We fail to realize that we have committed 
any breach of good faith, and would request 
your opinion of the matter. D. H. & Co 

+o 
THREE ODD PAIRS. 
Fditor of Prixters’ INK: 

Two competing hotels, advertising in the 
Cairo (IIL) Daily Argus, announce “ Rates 
99 cents per day.’ 

Two rival barbers, whose ads appear in the 
Hamilton (Ind.) Circuit Rider, have put 
in lunch counters. 

Two Cadiz (O.) merc hants occupy twenty 
inches in the 7776une with “ special bargains 
which we are going to offer this spring.” 
Refrigerators and screen doors head the list. 
Their ads have not been changed since 
February. i. H. P. 


os 
No SANE man in these days denies 
That it pays to advertise, 
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COPYRIGHTING AN AD. 


Office of 
Sam W. Hoxe, 
Advertising Agent, 87 Nassau Street. 
ew York, Oct. g, 1895. 
Editor of Printers’ Ink: 

On page 30, of your issue of Oct. 9, is an 
article on copyrighting an ad. There are 
two surprising features to the article: First, 
that a patent attorney (and located in Wash- 
ington) should ask an editor for information 
that patent attorneys are sup osed to have a 

‘corner ”’ on; second, that the editor should 
have answered in sucha positive manner that 
ads can be oe and that “anything 
can be copyrighted.” 

The sheet containing directions for secur- 
ing copyrights contains the following : 

“ Copyrights cannot be granted upon trade- 
marks, nor upon names of companies, 
libraries, or articles, nor upon an idea or de- 
vice, nor upon prints or labels intended to be 
used for any article of manufacture. If pro- 
tection for such names or Jabels is desired, 
application must be made to the patent office, 
where they are registered, if admitted, at a 
fee of $6 for labels and $25 for trade-marks.” 

Not being able to realize that an ad was 
either a label or a trade-mark, 1 have made 
repeated efforts to copyright osters, or 
rather designs for posters; the Filowing is 
the last I have heard from the copyright 
office : 

I have to advise you that all 
rints, etc. , advertising articles of manu- 
acture are prima facie not lawful subjects 

of copyright, and are returned, as yours was. 
But in case of inclosed ’’ (some ads I had sent 
that were marked “ copyright ’’) “‘ fey enter 
copyright on engravings by titles unconnected 
with the manufacture. our photograph of 

oster design can be entered if by a title 
illustrative of the actresses, not the cigars.’ 

This letter from the Librarian of Congress 
would seem to indicate that your correspond 
ent could get his engravings copyrighted, 
but I would just as soon bet that any forth- 
coming periodical could secure entry as 
second-class matter. Sam W. Hoke. 


-e- 


THE BEST ‘‘ WOMAN'S PAGE.” 


““Why don’t you run a woman’s page ?”’ 
asked the idle visitor. 

““What do you call that?’ rejoined the 
editor of the Plunkville Bug/e, triumphantly 
spreading out the third page of his paper, 
where Jones & Peabody announced bargains 
at all the way from 39 cents to $1.98. ‘“ That 
is the sort of woman’s page the Bugle runs, 
sir !""—Jndianapolis Journal. 


Classified Advertisements. 


Advertisements under this head, twolines or more 
without display, 265 centsa line Must be 
handed in one week in advance. 


WANTS NTS. 


A Dyaaspine man, in, 6 Years’ experienc e, desires 
—- change B. H. P., » Print- 


W 7 ANTED—An all-around lady printer— state 
i a and age. Address “FE. B., 
nk 
Wiscoxsix AGRICULTURIST, Racine, Wis, 
Advertisements at 20 cents a line for 25,000 
circulation, guaranteed. 
jy 7] ANTED—A pressman, one who understands 
der and. Gordon presses thoroughly. 
To such a man stead: —- will be given. 
Reference required dress, stating wages, 
PRESS, Paterson, N. J. 


PRINTEP:.S’ INK. 


[Ts ML 2) Boston, Mass., 100,000 monthly 


frokEman wants position, daily or weekly. Al 
references. “ k,” care Printers’ Ink. 


810. () FOR an idea. Will pay $10.00 for 

best design synonymous of our 
busi a oe be used as our “ Trade Mark.” B. Kk 
FAUI ER & Co., Brokers of Business Oppor 
ae *Pittebusg: Pa. 


$1. WOULD not "you often give as much f. 
o 


some one to “see aman” for you in Nev w 
rk, find wh — is not answered, get 

formation, ac = ye agent faithfully, intel! 

Well do it. Attend to anything me 
mate ness, literature. pean. Ad 
dress, for mo rae ng ete., THE § nah ICE BI 
REAU, 92 Times Building, New Yo 
T TO PUBLISHERS OF anc lh 

and magazines; Don’t rs think the money 

expended in an artistic and handsome heading 
to your publication would be more than made up 
by its increased attractiveness thereby to sul 
scribers and advertisers! Sketch of design sub 
— oe ore -no charge if not accepted 
Giv ze and wording. W.MOSELE 
Hill | St. agin Th. 


+r 
NEWSPAPER INSURANCE. 
NHE YANK, Boston, Mass., wards off business 
death. 100,000 monthly. 
—- +o -—__ 
PAPER. 
M PLUMMER & CO. furnish the paper f 
this magazine. We invite correspon 
ence with reliable houses regarding paper of a 
kinds. 45 Beekman St., New York. 





oe 

PRESSWORK, 
F you have a Jong run of presswork it w 
my you to consult us. Largest press-rox 
in the city. Best of work. Most reasonal 
prices. FERRIS BROS., 324-330 Pearl St., N. Y 


———q““~-—_——_ 
SPECIAL WRITING. 


€¢ |, D. COPY” makes money. It pleases rea 
4 ers that have ideas. [t helps circ n and 

ads. Politics to suit. Terms way down. t 

for booklet, etc. G. T. HAMMOND, Newport, K 


MISCELLANEOUS. 


66 [8 her Post-InretticENcer Seattle has on 
of the four great papers of the Pa 
Coast.” —Harper’s Weekly. 
Wee engl AGRICULTU RIST, Racine, Wis 
— paper print 
in Wisconsin, Stabile 


TO LET. 


Ww have for rent, at 10 Spruce 8t., two con 
necting offices, one large and one sm 
They are up caly one flight of stairs and are w 
lighted and t pleasantest offices in the bu 
ing. Size of oe room about ees l 
10x15. If wanting such = be, teed 
talk about price, ete itted u 
Address GRO. P. ROW eu Me CO 
'STENOG RA A PHERS. 
vos STEyOGRAr EES Souvenir Shorthar 
Free. By F. Lusk. Send stamp f 
a. announcement. Tells you where t 
learn best system—why so Pe _ ome pies t 
Contains specimen pages 0 tni phrases 
It will save you hundreds of f defines ete i 
YORK STENOGRAPHIC REPORTING. N 
TYPEW RITING OFFICES, 69-72 World Building 


—__- + -___—_ 
ILLUSTRATORS AND ILLUSTRATIONS. 


I ANDSOME illustrations and initiais for maz 
a, bh woennees meg t 7 ral printing 


rity mple 8 AMI 

,AN nL STRAT ; CO., Newark, J. 
USINESS will pick up if you push it along 

B Put more ul pal sr als R A little sketcl 


will help ; 0 cents fora good o Write about 
it. R. L. WILLIAMS, «3 L. &T. Bldg. Wash.., |). 0. 





PRINTERS’ 


MAILING MACHINES, 
» 1 00 (stamps or m. 0.) Pelham Mailing Sys- 
S . tem and Mailer, postp’d. Prac’l; 1,000 
hour; saves 2-3 time writing; no type lists ; unique 
vddress label. C. P. ADAMS & BRO., Topeka, Kan. 
— aad 
* TYPEWRITING. 

I DO the addressing and the letter writing for 

the Scien/ific American, the Engineering 
Magazine, the Detroit Free Press, the National 
idvertiser, Newspaperdom, and a number of 
ther publications. I do their work regularly, 
and they are perfectly satisfied with the work 
und the rates I would like to bid on your type- 
writing. F. LUSK, The New York Stonograp nic 
Reporting and Ty pewriting om "es 

mg 


ADDRESSING. 


ETTERS for sale . rent. Cash paid for all 
4 lines of fresh letters. Write for lists and 
prices. H.C. RUPE, South Bend, Ind. 


( ‘ARDS, wrappers and envelopes addressed to 
leading advertisers, $3 . 1,000. Will X for 
space. TOWNSEND, 408 E., 22d, Minneapolis, Minn. 


a mail order addresses, received since 

Ausrust 1,°95. Price 7ic. per M. Have 10,000, 
lifferent States, Many good agents among them. 
5. M. BOWLES, Woodford City, Vermont 


5,000 *% am 3,000 


r 
women. All new and genuine from lowa ‘and 
udjoining Western States. $3.00 per 1,000, nicely 

pied with typewriter. TUNG’ SU BSCRIP- 
TION AGENC lowa 


ADDRES: 


men 


is 
, Van _— 


FOR 
~-LINE advertisement, 
Y CULTURIST, Racine, Wis. 

» | BUYS 4 lines. 50,000 copies 
Si) WoMAN’s WORK, Athens, Ga 


\ ILL sell the copyright to Al adve tistng 
scheme ata bargain. L. 8. PICKETT, 
vada, lowa. 


Ss SALE. 
#1. WISCONSIN AGRI 


proven. 


has one 
Pacific 


N her Post-INTELLIGENCER Seattle 
of the four great papers of the 
Harper’s Weekly. 


se 
ast.’ 


for SALE—The Cape Girardeau DEMwOcRAT 
daily and weekly. The only papers pub 
shed in Cape Girardeau, a city of 6,000 popula- 
tion. The best newspaper and job office in the 
State of Missouri, outside of St. Louis and Kan 
mes ‘ity. New material and new = »yroved presses. 
e doing a good business Vili sell for part 
and balance. on easy ter bas For further 
particulars address BEN H. ADAMS, Cape Gi- 
rardeau, Mo 
—_ +o - 
SUPPLIES. 
‘AN BIBBER’S 
Printers’ Rollers. 


INC for ete hing BRUCE & COOK, 19 Water 


4 St., New 
XX white H. C. envelopes fo: 9.50. 
| 0,006 WILCOX, the Printer, Milford *N » A 


.EWSPAPER—Rolls or sheets. First quality. 
Write 


A. G. ELLIOT & CO., Philadelphia, Pa. 
WTANDARD —_ outfits, 
— type, original Chicago. 
ink manufact 
WILSON PRINTING INK 
, New York. Special prices 


Foundry printing 
yorders. 200 Clark St., 


[" HIS PAPER is _ printed with 


ured by the W. D. 
)., L't’d, 10 Spruce St. 
ash buyers 


‘I HE best in the world. That is the kind of type 
make, and I can beat them = on prices 
H. BRESNAN, Successor to Walker & Bresnan, 
to 205 William St., New York 


(* AS and gasoline enyzines—adapted for all pur- 
poses needing power. Ours have two or 
more cylinders, hence double power with less 
ts, weight and space, PHILADA. GAS EN 
NE CO., 911 Walnut St., Philadelphia. 


~NVELOPES, commercial, catalogue, calen- 

dar; any ‘size, shape or quality; plain or 

| printed. Pure gum arabic used exclusive ly. 

icate your wants —our samples ny prices wil! 

the rest. BUFFALO ENVELOPS )., Manu- 
facturers, Buffalo, N. Y. 


INK 


PRINTERS, 
7AN BIBBER’S 
Printers’ Rollers, 
‘HE LOTUS PRESS, 140 W. 23d St. 
under Advertisement Constructors 
Dy) BU YS 100,000 white 6x9 circulars. 
$22 ELECTRIC PRESS, Madison, Wis 
|: ‘OR one check book, 1,000 checks,3 deep, well 
bound, etn. and numbered, my price 
is $6.00. WM. JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce 8t., N. Y. 


(See ads 


Write 


+++ e- ——— 

BOOKS. 

LD books bought and sold. Send stamp f 

list Address A. J. CRAWFORD, 312 Nort 
St. Louis, Mo 

tees ~! Hell You Say,” for 25 cents. 
35 Governors. AR THI R T. 

athe rford College, N. ( 


7th St., 
eer 
NETHY, 


I ANGER SIGNALS, a manual —— al hints 

for genera] advertisers *rice, by mail, 0 
cents. Address PKINTERS 10 Spruce St., 
New York 


MERICAN NEWSPAPER 
1895 (issued June 15th 
ports the circulation of 2 apers and pe- 
riodicals. Pays a reward of #25 or every case 
where a publisher is not accorded a circulation 
rating in accordance with facts shown by his 
statement in detail if signed and dated, and $100 
reward to the first person who shows any such 
statement to have been untrue. Over 1,000 pages. 
Price, Five Dollars ; 31 cents extra for postage if 
forwarded by mail Address GEO. P. ROWELL 
& CO., Publishers, No. 10 Spruce St., New York. 


Read 
ABER- 


ri 
INK, 


DIRECTORY for 
Jescribes and re 


\' ) far as newspaper directories are concerned 

we are inclined to think that Rowell’s stands 
at the head. This seemsto be the general con 
eensus of opinion among most of the agents and 
advertisers. The complaint so often alleged that 
periodicals are not accorded their proper rating 
is, 80 far as our own experience goes, pure bosh 
The TEACHER’s WoRLD has always been rated in 
exact accordance with the sworn statement it 
has furnished to the editor of the Directory, and 
as Rowell offers a reward of $25.00 to any pub 
lisher who is not correctly reported after prop- 
erly filling out circulation blanks, statements re- 
garding the impossibility of getting a correct 
rating are ridiculous.— Teacher’s World 


+ > -— 


ADVERTISING NOVELTIES. 


TRADE-PULLING souvenir for retail mer 
chants. Write on your letter head for par 
ticulars. BLACKMER, 41 E. Indiana 8t., Chicago. 


)USH*Tom Reed! Enamel Lapel Buttons of 

the coming President. rite for prices. 

Special designs made up. E. L. SMITH, Codman 
Building, Boston, Mass 


»ADS—Pencil pads for 
size to order—7c. Ib. Embossed catalogues 
a specialty Send forone. GRIFFITH, AXTELL 
& CADY CO., Holyoke, Mass. 
A DVER TISING blotters, printed, $2.50 per 1,000 
size 4x9 »ck ; 5.000 for $10, cash 
with order. ¥. & CO., Printers and 
Stationers, 358 Dearborn St., Chicago, I11. 


memorandums — any 


inviting announcements 

likely to benefit 
4 lines will be in 
dotlar 


*s (our No. 2) 
c system ard 
“ We touch th 

ADVERTISING 


I: *OR the purpose ot 
of Advertising Novelties, 
reader as well as advertiser, 
serted under this head once for one 


1.000 Sec8 2 wee rel 


neat ad on back, met 
ine She 8 on front, $4.50, spot cash. 
coat " Write plain. JESTER 

* een Ind. 


Ts ADE-WINNERS and money-makers; these 
are the qualities of our advertising novel 
the people want them Write us for irfor 
Te argest plant in U.S. THE CURKENT 
1026 Filbert St., Philadelphia. 


BELLS” and “THE HOLIDAYS” 
Our two fine Christmas specialties for 
advertising men, printers, merchants and pro 
jectors of aren and other fairs, will be splen 
did this season. Send for samples and price 
lists. CONTINENTAL PRINTING CO., Svecess- 
ors to J. A. & R. A. Reid, Publishers, Provi- 
dence, KR. 1. 


ties ; 
mation. 
PUB. CO., 


6s T® 
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28 PRINTERS’ INK. 


PRESS CLIPPINGS. 


GQUTHERN CLIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade journals and adv’rs. 


a 
ADVERTISING AGENCIES. 


TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’S GUIDE, 25c. a year. Sample mailed free. 


NY responsible advertising agency will guar- 
A antee the circulation of the WISCONSIN 
AGRICULTURIST, Racine Wis., to be 25,000. 
e’ = wish to advertise ¢ my-t agf anywhere 
time, write to the GEO. ROWELL 
ADVER' SING CO., 10 Spruce St., New York. 
+e, 








ADVERTISING MEDIA. 
Ts YANK, Boston, Mass., 100,000 monthly. 


* HOE TRADE JOURNAL, Chicago. aheays se 
cures business for advertisers. try 


i you advertise ~" — ae 708 will get results. 
For particulars ad D. LA COSTE, 38 
Park Row, New = 
NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year 
66 | N her Post INTELLIGENCER Seattle has one 
of the four aferens papers of the Pacific 
Coast.” —Harper’s W Veekly. 
H. D. ip OS = 38 Park Row, New York. Spe- 
per representative. I offer ad- 
vertia'rs papers s that bring results. 
ra all America there are only eight semi-month- 
which have so large a circ en as the 
tt AGRICULTURIST, Racine, 
RE you advertising in Calor We invite your 
A ‘atiention to the Da yyton MORNING ite your 
4,500 ycopies dal y+ (F-. the ae News, 
the WEEKLY TIMEs- 
pres. nln geod are a resentative fam- 
be te en with their com- 
~ oe a2 of i. bre = -* on. Dayton 
ong! ly reac! 
isa of 3000, and the.NEws and 
TIMES =. Ln iy —- ed Journals, an have al- 
ad mips cone in the confidence 
ad support of ort the beat thereat p in ~~ nm. Ad- 
Row, 


ew York. 


RAINS, a week Fox journal = tor advertisers. It 

contains photographic reproductions of the 

best retail advertisements to be found in the va- 
rious publications of the English-speaking world, 
together with many hundred excellert sugges- 
tions for catch-lines, reading matter and best —s 

phical display ‘of advertisements. The on y 

in the world devoted exciusively to re- 

— advertisers os vn the —— ~ write and 

set their ads. Printers get ‘ood sugges- 

tions for er from it. Subscription price $4 
a Sze. mple copy of Bratns free. Advertis 

ing Tate rates 0 Zz a "Rew York: BRAINS PUBLISHING 

lew York 


ADVERTISEMENT CONSTRUCTORS, 


§'x retail ads, $3. FRANK V. STUMP, Werner 
Building, Goshen, Ind. Ind. 


IRE wy eye ones, and a cut for 
Fach, tor 2 Ww. i! a8, ANDLER STEWART, 
44 fia. ‘Ave., 


war = for Feats. —_—_ describing cheapest ai 
ye for uprated Sa ae 
oO. COHEN, 86 Forrest Ave., N.Y. 


66 @CARBORO: Circular lette repared 
S a coful. B BEN 


‘ for us bas os very ee 
WOODS’ SONS’ CO , Syracuse, 

4 ey oe ition “of exclu: ively medical and 
vice or samples free 


ons vertisi: Ad 

ULYSSES G. MANNI G, South Bend, Ind. 

oe ye circulars in lars in English, Fre French, Ger- 
h, written, tran rinted 

KAESSE, 45 . Washington n Square, ——y 3, og 

eg pEngiish f for strong, sensible 

ing *‘‘ cheap. Samp! 
submitted 





es 
WADY, _ Writer, Somerville, Boston. 
’M not very bu: ist now and can give extra 
attention to your work. ¥, gerien of 10 ade 
for $5. Cheap only in price. 5 
Chambers, Newburgh, N. Y. 


M487 ‘our business grow. CHAS. A. WOOL 
, 446 Main St., sr ouisville, Ky. 


os eS INK praised my work Oct. 9% 
TRUEMAN, 211 8S. 10th St., Philada. 


sé GCARBORO: We are well pleased with the 

phiet, and no doubt will continue 
to give you our work in this eats —BLUE VAL- 
LEY PLASTER Co., -, Omaha, N 


Wz: not Jet me build you you an ci -English or 

Ge joremam ? Don’t know met Well, rt A ge t 
oo —money in your pocket. Ri ry 
L, 191 ot Garfield Piace, Brooklyn, N. Y. 


I WRITE ads for any kind of business. Can 
bring deep posers se 5 the surface. Now have 
a few ideas which I think “will sell — les 
ae onapproval. E. K. ANDERSON, Kosciusko 
Mins 


eé GCARBORO Readi matter and cut all 
re. Please find check inclosed as per 
bill tithe bit steep, but I ‘bo that I will feel 
able to call on again, as I think your work 
is good. FRA M. MARES, Druggist, Chi 
cago, Ill.” 
DON’T rent a Vanderbilt office in some large 
city. You get the benefit of this in prices 
Six retail ads, $3; \- Soe ge ty $3. Sat 
isfaction or monty, = Send stamp for 
my new booklet Sharp Points.” FRANK V 
STUMP, Goshen, Ind. 


HE easiest way never to Jose money is not to 
make an Jon’t take up my bargain offer 
of writing a booklet for $2 unless you want to 
have money tocare for. Remember, you receiv« 
an electro of a fetching little cut for the cover 
with this. I have five booklets on hand to writ« 
to-day (Oct. 15), — one lam printing for a 
customer. R. L. C URRAN, ‘Lt W. Sth St., N. ¥ 
6é GCeRBORS The work you did for us has 
been eminently satisfactory, and accom 
plished the results for which it was intended 
F ogad having watched. your work carefully for 
@ past several years we do not wonder at your 
winding the various p! offered in contests of 
the expert ever sessment ng’ Re ay you 
of our best wishes. are ruly, TH} 
WAPL 'ES- PLATTER GROCER CO, Fort Worth 
ex 


I WRITE truthful, brief, explicit ads on an) 
subject. Medical ads, circulars, booklets 
criticism on books and literature. I write th: 
kind that sells goods. I write English, plait 
every day, simon pure Anglo Saxon. I live away 
from the metropoli s, but I have my brains her« 
you get the advan of that in the form of ver) 
reasonable prices. Uncle Sam attends to our cor 
respondence safely. Send plenty of data. A: 
dress CHAKLES J. ZINGG, ‘armington, Me. 
UR stock ornaments, initial letters, borders 
and illustrations are often sufficient to mak 
a piece of printing very artistic without going 
to the expense of original illustrations. We u~ 
them just as an artist uses paint —the same colo r 
on his palette is distributed here and there « 
the canvas, but the effect is never the sam: 
Just a single novel element—just a single d« 
parture from the conventional—is enough to give 
a catalogue the touch of originality that attrac'« 
petemtinn. That is what we promise to do for 
business men, who send orders to us. W* 
romise to give them work different from any 
ody else’s work. Not only different in desig 
but The blending of colors will be harmonious 
and beautiful. rite to us when you have i: 
fe tae to do. THE LOTUS PRESS 
40 W St., New York City. 
HERE are no short cuts to high art—no cross 
ing lots—no climbing fences. The path is 
long and winding. It leads to the broad fie!:s 
of nature, to the studio of the master, throuxh 
the of book after book. It is a path that 
really noend. We have been travelin 
path for more than five years. What we om w 
about artistic ae is five years in advan 
of what any other printer knows. We are ‘) 
most advanced simply and solely because 
first. ty med oer prices are a lit 
higher—is there an n why they shoul 
be! But our race Hy 4. —Y as high as they ous 
to be. They are not as high as we expect 
cha: in future. Our P nting is exclu: 
printing, and when vos pay or services yu 
secure a de ree of excellence that can’t be hw 
elsewhere. THE LOTUS PRESS. 140 W 3d St 
New York City. 
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BILLPOSTING AND DISTRIBUTING. 


P. PRINTZ, distributor of advertising matter, 
730 9th , N. E., Washington, D.C 


( ‘IRCULARS, anal and all kinds of pezentie- 
/ ing matter distributed at reasonable prices 
0. G. IRNEK, 85 Marion St., Cleveland, O. 
I OOKLETS, circulars, ete., carefully and 
promptly distributed. Give me a trial with 
25,000 job and you will be satisfied with the re- 
sults. Write. P. P. STEKKTEE, Muskegon, Mich. 


10,00( -MEA 


NOTE-HEAD circulars or 3ig x 6 
patrons, all 


folders, mailed to our agents and 
intelligent magazine readers 
throughout the N. W., for $10.00. Must reach us 
by Nov. 5th. No pa until we send postmaster's 
receipt that same have been maiied. Write at 
once. HARTUNG’S SUBSCRIPTION AGENCY, 
Van Horne, Iowa. 
n _— 
MERCANTIL} 
NAVANAGH & THOMAS, 
lawyers and adjusters. Collections of job- 
bers handled anywhere in lowa or Nebraska 
with success; 2,000 of the leading Fastern job- 
bers examine our reports every wee Are rec 
ommended by all credit men as the best system 
of watching their trade. Write us. Reference, 
W. & J. Sloan, New York City. 


ARRANGED BY STATES. 


Advertisements under this head, two lines or more 
without display, 26 cents a line. With display or 
black-fac cod dupe the price is 50 cents a line. Must 
be handed in one week in advance. 


ARKANSAS. 


The Arkansas Gazette 


Daily and Weekly, goes into every nook and 
corner of Arkansas, and circulates in much adja- 
cent territory. Advertisers cannot afford to omit 
THE GAZETTE from their lists when placing ad- 
vertising in the great Southern field. For rates 
and any other information, address 


GAZETTE PUBLISHING CO., 
Little Reck, Ark. 


CALIFORNIA. 


“A LWAYS AHEAD—Los Angeles Tres, So. Cal.’s 
great daily. Circulation ove r 14, 000. 
San 


THE WAVE, a vreng acific ate ‘on 


Franc _ 
Coast = 
ciety, literary pas political weekly. E. KA 
186-187 World Bldg, = tz, 00 


weekly 
Y ror’ 3 N. Y., sole agen guaranteed. 


‘HE A C yy fruit-growing district of 
which »se is the center is thoroughly 
covered ~ thel Dally San Jose MercuRY. Sample 
copies free. For advertising rates in daily or 
weekly address MERCURY, San Jose, Cal. 


Ts EXAMINER hasa larger daily eueietion 
all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Chicago, while the weekly 
EXAMINER the highest circulation yet ac 
corded to any paper west of the Missouri. From 
l'rinters’ Ink, issue of July 3, 1895. 


IOWA. 


as DAILY TELEGRAPH is credited in the 
American Newspaper Directory for 1895 with 

a higher circulation rating than any other daily 

issued in Dubuque County. 

‘ EXTRA copies of the WrEKty SEN 
2 000 NEL, sh, Iowa, will be issued 

Oct. 2% and Wer, 1, the extras gotng into a 
house in the county not already on ti 

NEL’Ss list. Five cents per line of seven Ae will 
pay for an insertion <p both issues, if the cash 
accompanies the order. 


LAW. 
Omaha, Nebraska, 














INDIANA. 


HE a — , Indianapolis. The leading 
inter-Si are journal. Circulation, 
3,500, CHAS. t. “STE ART, pub. Write for rates. 


LOUISIANA. 


PRESBYTERIAN, New Orleans, weekly 
Ark., Fla., La., , Miss., Tenn., Tex 


> 


ld _over Al a., 


MASSACHUSETTS. 


*) =, CENTS for 40 words, 5 days. Daily ENTER- 
a=) prise, Brockton, Mass. No snide ads. 


MICHIGAN. 


iPHE 80 S00 DEMOCRAT Sault Ste. 
It should be on your list. 


l UCHANAN, Mich., is booming 
zen reads the RECOR 
€ SOURIER HER: ALD. 
Sunday, 7,000; weekly, 14,000. 


U OF M. DAILY, Ann ~iaear, reaches stu- 

e dents of Univ ersity of Michigan. 

S AGINAW COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 


8: AGINAW COURIER HERALD, largest cire’n 
in No. Mich. Full Assec’d Press a ® 
JAGINAW Eve ning and W eekly NEWS. La 
est circulations in the Saginaw Valley, Mic 
QAGINAW COURIER-HERALD is the leading 

s newspaper in Northern Michigan seu 
mornings except Mondays, Sunday and Weekly. 
Daily, . 1870; Sunday, 7,000; Weekly 
Saginaw (pop. 60,000) is the third 
city in Michigan. For further information ad- 
dress H. D. LACOSTE, 38 Park Row, New York. 


ACKSON (Mich.) PATRIOT, morning, eveni 
e Sunday and twice a week. The leaders in 
their respective fields. Exclusive Associated 
Press franchise. Only morning newspaper in 
this section. All modern improvements. Rates 
a. The leading advertisers in the coun- 
try are represented in the PaTRiot’s columns 
Information of H. D. LACOSTE, 38 Park Row,N.Y. 


MISSISSIPPI. 


a WATCHMAN has a large 

throughout the Southern States, and is 2 
splendid advertising medium. Send for sam 
copy and adve Smee J rates. JAS. M. WALK Pe 
P ublishe: T, w V illia amsburg, Miss. 





Marie, Mich. 


E very citi- 





QAGINAW Daily, 6,000 - 











circulation 


Ik ANSAS CITY ¢ WORLD, daily exceeding 25,000, 
NO #unday 30,000 
YE” ERY other week the MED. FORTNIGHTL Y 
4 is read by 8,000 doctors. St. Lo 
T° reach the 50,000 lead and _ ain rs of 
Southwest Missouri, use the columns of the 
Webb City Daily and Weekly SENTINEL (successor 
to the Trwgs). A live, progressive and up-to-date 
newspaper. 





MONTANA. 


a LIVINGSTON ENTERPRISE : eight pages; 
all home print. Circulation exceeds 1,000, 
NACONDA STANDARD. Circulation three 

4 times greater than that of any other daily 

or Sunday paper in Montana: 10,000 copies daily 


NEBRASKA. 


TEARLY 700 publishers are increasing their 
A circulation by offering to Germans the 
Freie Presse, Lincoln, Neb., at 65 cts. per year 
8-page wkly; samples free. Write for particulars. 


SOUTH CAROLINA. 


T= daily edition of THe StTaTE, Columbia, 8 

is the most popular paper in a hundred 
South Carolina towns. The sem edition 
reaches over 1,000 post-offices in South Carolina. 








EO aN A DON te Cag ag ATA iit 


peer 
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NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, - - -_ Special Agent, 
_ TEMPLE Court, New YorK. 


NEW JERSEY. 


PRE DECKERTOWN INDEPENDENT has the 
largest c: circulation of any paper in Sussex Co. 
por! LAR adv. mediums: Bridgeton (N. J.) 
Ev’a News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY NEws, ‘1,600. __ Rowell guarantees circ’n. 





THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find {T PAYS! 


NEW YORK. 


N EN to send advertisements to the EVENING 
4 JOURNAL, Flushing, N. Y. 


yg FASHION, New York City. 








Issued monthly. A million c opies a year. 


ye weekiy Journal a % ut 
ns photographic reproductions of the 
best retail advertisements to be found in the va- 
blications of the English-speaking world, 
together with many hundred excellent sugges- 
tions for catch-lines, reading matter and_best 7 
phical display of advertise ments, The only 
journal in the world devoted exclusively to re- 
l advertisers and 2 the —— ae write and 
set their ads. Printers get m ee sugges- 
pen aga Say doen it. Subse eription price o $4 
Sample copy of Brains free. Advertis- 
ing Fates om Apnileat on. BRAINS PUBLISHING 
ew York. 


ELTURA | 
TELEGRATS1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


NORTH CAROLINA. 
JPURHAM STORY PAPER AND BUSY AGENT 
** circulates in every | State. 1 10 cents a line. 


OHIO. 


0 ke ~ PRESS, aves, only Democratic daily 
in Central Oh io. 
J} ARGEST cire’n 2 any Prohibition paper in 
4 nation: BEACON AND NEw ERA, Springfield, O. 


PENNSYLVANIA. 


HE BEST LOCAL pane in Pennsylvania is 
the CHESTER TIMES. 30,000 desirable readers 

in the garden spot of the Ke one State. WAL 
LACE & SPROUL, Chester, 


HE PATRIOT, aay enna. Fort: 
Fae Politics, in cpondentiy Sa- 


oratio., pital ; 8,000 
daily, 5 000 Leading Pitates *s low. Population: 54,000. 


RHODE ISLAND. 
HE HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000, 














VIRGINIA. 


7|°HE STATE, Richmond, the leadir “evening 
paper in a community of 125, a “peop 
hligh A Leted ai hon endl ta 
a live, up-to-date family newspaper. New man- 
agement, typesetting machines, new press and 
many improvements. Greater local circulation 
than any other Richmond daily. Prices for space 
of H. D. LACOSTE, 38 I Park Row, New York. 


WASHINGTON. 


er — amet entailed 
GEATILE TIMES. 











GEATILE IMES is the best. 
N 


GEATILE POST-INTELLIGENCER. 


‘1 ‘HE a” is the home paper of Seattle’s 60,(00 
people 


QEATILE’S afternoon daily, the Tnores, has 
the largest circulation of any evening paper 
north of San Francisco 


** | N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast. io st.” — Harper’ "s Weekly. _ 


WISCONSIN. 


WISCONSIN AGRICULTURIST, Racine, Wis. 
Only English ricultural paper printed 
in the State. saees only 2 cents a line. Circu 


lation over 25,0 
CANADA. 


he BERLIN RECORD (daily and weekly) is 

acknowledged to be the best advertising me 
dium in Waterloo County, as it indisputably is 
the leading newspaper. The DaILy Rec ORD is 
the paper of a large and progressive manufact 
uring town. The people who read it are well-to- 
do German Canadians who have money to spend. 
W. V. UTTLEY, Business Manager. 


MEXICO. 


N° X17 O one can tell the real reach of a ‘paper r, Num 
ber of subscribers, extent of territory or 
thoroughness with which it is covered are not an 
infallible index of the value of a paper. You 
must > versonally test a paper to know its value to 
you. Your test of Ex Faro may prove profitable. 
Apartado 305, Mexico City. 


SO. & CEN. AMERICA. 


PANAMA STAR & HERALD. 
ANDREAS & CO., 52 Broad St., Agents. 
Send for sample copy. 


CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the appropriate class cost 25 cents a line, for each 
insertion. One line, without display or black 
Saced type, inserted one + 52 weeks, for $13, 6 
‘months for $6.50, 3 months Jor $3.25, or 4 weeks 
Sor $1. Display or black-faced type charged at 50 
cents a line each issue, or ” @ year, or #2 a 
month, for each line of pearl we occupied by 
the whole advertisement. For the publisher who 
does not find the heading he wants one will be 
made to specially fit his case. 


ADVERTISING. 


BRAINS, a weekly “journal for advertisers. !' 
contains photographic reproductions of th« 
best retail advertisements to be found in th« 
various publications of the English-speak 
ing world, together with many hundred exce! 
lent suggestions for catch-lines, reading matter 
and best typographical display of advertis« 
ments. The only journal in the world devote: 

exclusively to retail advertisers and to the me: 
who write and set theirads. Printe rs get many 
good suggestions for display from it. Sub 
scription price $4 _S year. Sample copy of 
BRAINS free. Advertising rates on ‘pplication 
BRAINS PUBL: AISHING CO., Box 572, New York 


ART. 
ART LEAGUE CHRONICLE, Leavenworth, Kan 
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AGRICULTURE. 
FARM, Louisville, Ky 
RMER, Zanesville oO. 
a Francisco, Cal. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
KENTUCKY and Tennessee farmers are harvest- 
ing the biggest and finest crops known in this 
territory for years. They will have more sur- 
plus money this fall and winter than they have 
f ‘or years. Advertisers can reach these peo- 


HOME AND 


wy more effectively through the columns of the 


ARMERS’ HOME JOURNAL than any other way. 
It is read and trusted by them as their business 
paper. Let us help you do business with these 
people. Address FARMEKS’ HOME JOURNAL, 

uisville, Ky. 
A. P. A. 


A. MAGAZINE. New 

100 large quate. p 
None free. San 
BOOTS AND SHOES. 

“ BOOTS AND SHOES ” WEEKLY, N. Y. 

CARRIAGES AND WAGONS. 

acs 247 New Vork 


ih San irculation al 
3 yearly, 2x 
sco, Cal. 


A. P 
ready. 


monthly. rane 


City 


Broadway, 
putaining all that 
ecarrta, bullding, 
all over the wor : 
NEWS, 247 Breadway. N. 
The only weekly paper publixhed in the 
interests of vehicle mfrs. and dealers. 
COAL. 
COAL TRADE JOURNAL, New York City 
COLLEGE PL BLICATIONS. 

THE MUHLENBERG, Allentown, Pa. Cire’n 1,000 

DID you ever realize that what is * continually 
pounded into” a young man during his college 
career usually creates a life-long impression! 
THE UNIVERSITY OF MICHIGAN DaILy, Ann Ar 
bor, Mich., is read every day of the college year 
by the students of one of the two largest Amer- 
ican universities. 

COMMERCIAL TRAVELERS 

THE COMMERCIAL TRAVELER, 8t. Louis, pub- 
lished in the interests of and cire ulate 8 among 
commercial travelers. Bona fide circ’n, 4,650. 


DANCING. 
THE BALL ROOM, Kansas City 
DRUGS AND CHEMICALS. 
WIS. DRUGGISTS’ EXCHANGE, 
FASHIONS. 
QUEEN OF FASHION, N. Y. City 


Issued monthly. A million copies a year 

THE WAVE, San Francisco, Cal. | 13,000 weekly 

GERMAN. 

THE TAEGLICHE ABEND PRESSE, daily, pub 
lished at Cincinnati, is credited with the high 
est circulation rating accorded to any German 
daily in Ohio.—From Printers’ Ink, issue of 
May 15, 1895. 

HARDWARE AND HOUSE FURNISHING. 

HARDWARE ee ai ERS’ MAGAZINE. 

Goes to Hardw 
D. T. MALL ETT, 


Semi-monthly 


Janesville, Wis. 


Jealers 
. >ublishe r, 271 Broadway, N. Y. 
HISTORIC 
THE AMERICAN HISTORICAL 
Monthly Gazette of the Patriotic 
Societies of the United States of America 
for advertising rates and spec imen copies. 
8. Sixth St., Philade Iphia, Pa. 


HOMC@OPATHY. 
HOMEOPATHIC (DE 


REGISTER, a 
Hereditary 
Send 

120 


Pa. 


RECORDER, Phila 
HOUSEHOLD. 
WOMAN’S FARM JOURNAL, St. Louis, 

JEWISH. 

JEWISH SPECTATOR, Memphis, Tenn , and New 
Orleans, La. Oldest, largest, best, mozt widely 
circulated Southern Jewish paper. 

KNIGHTS OF PYTHIAS. 


THE KNIGHTS’ JEWEL, Omaha, 60,000 yearly. 


Monthly. 


TEXTILE 


INK. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE 
THE WAVE, San Francisco, Cal. 
LUMBER. 
SO. LUMBERMAN, Nashville, Tenn. Covers South. 
MACHINERY 


VALVE, a journal for steam 
users. Office, Times Building, New York 


MEAT AND PROV. TSIONS. 
rhe National Provisto 

MEDICINE SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
WES ja AND SURGICAL 


seph, Mo 
MONT HLY, Memphis, 
yublished in the 
yuis and New 
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13,000 weekly. 


THE SAFETY 


u ORTER, 
MEMPHIS MEDICAL 
Tenn. Only medical periodical 
Mississippi Valley between St. 
Orleans. Established 1880. 


MILITARY. 


CANADIAN MILITARY GAZETTE, Montreal,Que. 
Only publication of its class in Canada. 


MINING 
MINING AND SCIENTIFIC PRESS,San Francisco. 
PAINTING. 


PAINTING & DECORATING, 247 Broad- 
way, N The finest and most complete 
paper published for the trade—one lmaue 
worth more than price of » year’s sub’n. 


PARKS AND CEMETERIES. 
PARK AND CEMETERY, Chicago. Monthly. 
PHILATELY. 


AMERICAN PHILATELIC MAGAZINE, Omaha, 
Neb. Monthly. Stamp men like it. 


PRINTING INDUSTRIES. 


PAPER AND PRESS, Philadciphia, Pa. 
The leading technical m: e in the world of 
its class—indorsed by and circulating exclu- 
sively to employing and purchasing printers, 
lithographers, ‘book binders, blan book 
makers, manufacturing stationers, engravers, 
etc., etc, Sample copies and rates on application. 


RELIGION. 

WESTERN CROSS, Kansas City, Mo. 

SECRET SOCIETIES. 

THE LODGE RECORD, Watertown, New York. 

SK ANDINAVIAN. 

WE highest circulation rating of any Skandi- 
navian paper in America is accorded to the 
DECORAH-POSTEN OG VED ARNEN, issued 
twice-a-week, in the Norwegian-Danish lan-- 
guage, at Decorah, la,—From Printers’ Ink, 
issue of May 15, 189%. 

SOCIETY. 

THE WAVE, San Francisco, Cal. 

SPANISH. 

REVISTA POPULAR, established 1888. Largest 
Spanish circulation inthe world. Translations 
in all languages : 4 Vesey St., N. Y. City 

SUNDAY PAPERS. 
ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 
TEXTILE. 
WORLD, Boston. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
WELSH. 
For half a century the national or- 


Weekly issue 12,000 
address ¥ 


CATHOLIC 


13,000 weekly. 


Largest rating. 


Y DRYCH. 
— = = Welsh people. 
For adve rtising rates 

DEYC H, Utica, N. 


WOMEN. 


QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 
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“Only One Rat. 
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And Here It | 
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S BOSTON TO PITTSBURGBL 
60° per month, 65° perm, 
4 12 months’ contract. © mm cc 
( THE WEST, TO ANQUL 
@ c. per month, C. perm, 
45 yearly contracts. 50 6 m co 
) 

( THE ENTIRE SOUTH gRA 
: e awe «+ y. 
y) These are the Standard Uncuttable Rates tr 

f , 

“woe < aS 
) } 


( CARLETON & KISS! 
OOR ICR IER SSIES 
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Oo nwOmR AYO AYO 7906 


This World For Me,’’ 


-GHBUFFALO (inclusive) : 


(0° per month, 


a contract. 3 months’ contract. 


N§UDING CALIFORNIA: 


55° per month, 


) m contract. 3 months’ contract. 


1@RATES AS THE WEST. 


aw 


POSTAL TELEGRAPH, BUILDING, NEW YORK. 
foe 18 BRANCH OFFICES. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


t? Issued every Wednesday. Subscription 
Price: Two Dollars a year. Five Cents a copy ; 
Five Dollars S Rape No back numbers. 

opm pa og price will be 
to Five Dollars 

meg Publishers desiring nd ao dl ribe for PRINT- 

InK for the benefit of advertising patrons 
can obtain special terms on application 
Being printed from ee it is always 
possible to issue a new edition “or five hundred 
copies for $25, or a larger number at same rate. 
t= Ifany person who has not paid for it is 
peed PRINTERS’ INK, it is because some one 
has subscribed in his name. Every paper is 
stopped at the expiration of the time paid for 
New York Orrices: No. 10 Spruce Street 
CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle St. 

LONDON AGENT, 

W. Sears, bed Fleet St. 





NEW YORK, OCTOBER a. se. 





FIFTY-THREE daily papers are print- 
ed in Tokio and only forty-two in New 
York. 


Goop reputation is good business 
capital. Good advertising helps to 
create good reputation. 





AND Harry De Young, of the San 
Francisco Chronicle, also has a desire 
to own a daily newspaper in New York. 


FivE HUNDRED AND TWENTY- 
THREE paid-in-advance subscrtbers 
were,added to PRINTERS’ INK subscrip- 
tion list during the week ending 
Wednesday, October 16th. 





COLONEL W. L. Brown, owner of 
the New York Daily News, has re- 
cently presented the town of Great 
Barrington, Massachusetts, with a 
drinking fountain. The Colonel knows 
mighty well what is needed up in 
Berkshire. 


“THE Chicago 77isune is a better 
daily paper than any issued in New 
York,” said an editor of much expe- 
riefice to a representative of PRINTERS’ 
Ink. He was thereupon asked, ‘‘Is 
the 7ridune the best paper in Chi- 
cago ?’’ and, without winking, he said : 
—— 





Goop wording and good display are 
of equal importance iu an ad. If the 
wording is excellent and the display 
poor, people will not notice the ad at 
all, and of what avail is the good 
wording then? If the display is good 
and the wording poor, what good will 
it_do the advertiser, even if the ad is 
thoroughly read ? 


RARELY has so convincing an adver- 
tisement appeared in PRINTERS’ INK as 
that of the Topeka, Kansas, Cafi/a/on 
page 76 of the issue for last week. It 
shows that there are fifty-one newspa- 
pers in Topeka and that the Cafzta/ 
paid $168.51 more postage than all the 
other fifty combined. 





THE Ladies’ Home Journal, the 
Philadelphia magazine, is reported to 
have been obliged to omit over four 
thousand lines of advertising from its 
November issue, and to contemplate 
advancing its advertising rates to $5 a 
line, the present rate being $4 a line. 
Greater discrimination about the char- 
acter of its advertisements is exer- 
cised by the Ladies’ Home Journal 
than by any other American publica- 
tion. Students of advertising who 
have not seen it will be interested in a 
pamphlet lately issued by the Journal 
containing reproductions of thirty-two 
representative advertisements that 
have appeared in its pages. It makes 
a handsome pamphlet, and is doubtless 
to be had gratis on application to the 
Philadelphia office. 





JOHN BRISBEN WALKER, owner of 
the Cosmopolitan Magazine, after a con- 
ference with Cyrus K. Curtis, the crea- 
tor of the Ladies’ Home Journal, is about 
entering upon a systematic campaign 
having for its object the bringing about 
among magazine proprietors and man- 
agers of high-priced advertising media 
generally some sort of systematic plan 
for making known from month to 
month, or from week to week, the 
actual issues and sale of each one that 
shall join the association, so that every 
advertiser will be enabled to frequent- 
ly compare the advertising rates of each 
with its probable capacity for doing 
good, as measured by the extent of pub- 
licity it offers. It has been for some 
time noted that precise information 
of this sort, to be conveyed by the pub- 
lishers of the American Newspaper 
Directory under their plan of paying 
a reward of one hundred dollars to the 
first person who should prove the state- 
ment untrue, was only forthcoming 
from Mr. Walker, Mr. Curtis and Mr. 
Gannett, who owns the little magazine 
down in Maine that at present prints 
more than any three other periodicals 
now issued. The outcome of Mr. 
Walker’s attempt will be watched with 
interest if there ever is any outcome. 
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AN ad that is full of sunshine will 
warm up your business. 





THIRTY years ago, in 1865, the six 
best known New York dailies were 
the Herald, Tribune, Times, Post, 
Journal of Commerce and LF xpress. 
Twenty years ago, in 1875, the six 
best known New York dailies were the 
Herald, Tribune, Times, Sun, Post 
and Journal of Commerce. Ten years 
ago, in 1885, the six best known New 
York dailies were the Sun, Herald, 
World, Tribune, Times and Post. At 
the present time, 1895, the six best 
known New York dailies are the 
World, Sun, Herald, Tribune, Time 
and Post. PRINTERS’ INK will be glad 
to receive and consider communica- 
tions from persons who take exceptions 
to the above selections of names, or 
any of them. 


Com fort, the little paper that prints 
more copies than any other American 
periodical, was recently burned out. 
Although its office at Augusta, Maine, 
was entirely destroyed, its work went 
right on, not being delayed even for 
one hour, and not one of the great force 
of employees lost a dollar of his 
pay. In speaking of this, the Aenne- 
bec Journal says : 

‘* These facts show conclusively that 
while the growth of Comfort has been 
a phenomenally rapid one, having at- 
tained the largest circulation of any 
paper in the world, it has been also a 
substantial one. It has been no mush- 
room product. The secret of its suc- 
cess has been its marked originality 
and its undeniable merit. Back of it, 
too, has been sound business methods 
and rare good judgment. Energy, 
push and enterprise have been charac- 
teristic of this establishment from its 
inception. In spite of the fire, every 
subscriber of Comfort received the 
September issue on time, and every 
obligation, however small, was met 
with characteristic promptness. The 
people of Augusta are proud of this 
establishment, proud of the magnifi- 
cent prosperity it has achieved, and 
proud of the indomitable spirit it has 
shown in the face of a temporary ad- 
versity. In the prosperity of such es- 
ablishments as this is to be found in 
1 large measure the prosperity of a 

ity ; certainly the wonderful growth 

f Comfort, with the high class of help 
t has employed, has been a very im- 

ortant factor in the progress of Au- 
gusta,’”” 
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A MANUFACTURER of a material for 
ladies’ sleeve linings, called ‘‘ Fibre 
Chamois,” made of wood pulp, costing 
two cents a pound and sold at thirty- 
five cents a yard, equivalent to a dol- 
lar an ounce, is spending*thousands of 
dollars in advertising, and binds pub- 
lishers by contract to accept no other 
ad of a similar stuff. <A rival manu- 
facturer, making about the same prep- 
aration of wood pulp prepared from 
spruce logs, calls his ‘‘ Cheveret’’ ; 
and he, too, has money to spend, and 
when his advertising is refused seeks 
to know the reason why. Now it so 
happens that the Post-Office Depart- 
ment of the United States has set 
forth that a paper containing advertise- 
ments must be open to receive adver- 
tisements of the same class from all 
comers, or its right to be carried in the 
mails at a cent a pound will be brought 
in question. The manufacturer of 
‘* Cheveret ” interviews the New York 
post-office on the subject, and finds 
that it really does not know anything 
about it. The New York post-office 
refers him to Washington, and there 
they bring outa decision, five years old, 
from the original dry goods Post- 
master-General, Mr. Wanamaker, 
which is very wordy, but really decides 
nothing. The truth of the matter is 
no such law exists or ever did exist. 
Newspapers every day refuse adver- 
tisements that do not suit them, and 
have aright todo so. No patent agent 
has ever been allowed to advertise in 
the Scientific American, published by 
Munn & Co., who are patent agents. 
The post-office never has interfered 
and neyer will interfere in any such 
case, although it may urge the point 
now and then in dealings with a weak 
newspaper without friends or influ- 
ence, it being the policy of the Depart- 
ment to kill as many as possible of 
that sort. The position of the De- 
partment, unfriendly to trade, is plain- 
ly expressed by the New York post- 
office official who said to the 
**Cheveret ” people, ‘‘ in the case of a 
trade paper refusing the advertisement 
of a house in good standing, it would 
be pretty certain to exclude it, but 
whether that would apply to a literary 
weekly or monthly magazine was an- 
other matter and would require some 
research.” No postal law gives prefer- 
ence to literature or politics over com- 
merce, but it is the constant practice 
of the P.-O. Department to grant 
privileges to campaign clubs that are 
refused to boards of trade. 
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A MADE a counterfeit dollar and put 
it in the contribution box when the 
collection was taken up for the dea- 
con’s fund. 

The deacon gave the dollar toa poor 
widow who ‘used it to buy a dollar’s 
worth of coal. 

The coal dealer paid it to the editor 
for a year’s subscription to the local 
weekly. 

The editor paid the coin over to A 
for the purpose of settling up a little 
transaction in poker chips. 

Several questions arise from the 
transactions entered into by this bogus 
coin. Did good or harm result from 
the fraudulent issue? And how much? 
And to whom? 


KANSAS. 








New York, Illinois, Pennsylvania, 
Ohio, Iowa, Missouri, Indiana and 
Michigan each print more newspapers 
than Kansas ; but in the matter of false 
circulation reports the American News- 
paper Directory has received twice as 
many from Kansas as from either of 
the other States named and twice as 
many as from New York, Pennsylvania, 
Ohio, Iowa, Indiana and Michigan com- 
bined : and PRINTERS’ INK has never 
known of one instance where that sort 
of thing has been editorially condemned 
by a Kansas journalist. 

+ 


NAME WANTED. 











all ~Win tes 


ommewmenetm 


The foregoing is a miniature repro- 
duction of part of a paper published 
at Fergus Falls, Minn. As will be 
seen it lacks a name. The oblong in 
the left-hand corner offers $10 for the 
best name submitted, and the oblong 
on the right calls attention to certain 
prizes offered to boys and girls for 
local news items. 


PRINTERS’ 
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NOTES. 


Tue Southern papers are recording the 
constantly increasing numbers of women 
editors and proprietors of newspapers now in 
the South.— The Outlook. 

Tue Advertisers’ Club, of Chicago, gave 
an “ editorial dinner ”’ at the Richelieu Hotel 
on the night of Oct. 7th. H. H. Kohlsaat, 
Moses P. Handy, W. H. Baker and Wash- 
ington Hesing were among those present. 

Tue Westerly (R. I.) Datly Sun is the 
only paper that is issued every evening, in- 
cluding Sunday, except Saturday evening. It 
is the organ of a sect whose Sabbath begins 
on Saturday evening and terminates on Sun- 
day evening. 

Tue Pharmaceutical Era, of Oct. 10, is 
said to contain more pages than any number 
of any drug paper heretofore issued in this 
country. It is a “price list edition,” and 
aims to condense into one handy volume all 
the price lists of the wholesale drug houses. 

Tue Boston Standard is offering cash 
prizes for the best advertisements that ap- 
pear in its issues. The reward of merit 
comes from the votes of the people, and the 
Standard claims that it received over twenty- 
five thousand votes in one issue. 

A RESTAURANT on Cortlandt St., N. Y., re- 
cently exhibited two deer. Between them in 
the window was a large placard stating that 
they had been killed at a certain lake in the 
Adirondacks. On each deer was a smaller 
card giving the name of the person who shot 
the deer. 

In Brooklyn, last week, Col. Ingersoll was 
scheduled to lecture. A cigar dealer pasted 
a picture of the colonel on fis window pane 
and offered a free cigar to any one naming 
the brand of cigars correctly portraying the 
colonel’s future. When the guesses were 
opened not one was correct. The answer 
was, ** Robert Burns.” 

Farm and Fireside, on Oct. 10, sent t 
every general advertiser not in its column 
a letter in German script about the publica 
tion, with nothing on ho envelope or letter 
sheets to indicate whence it came. The ide 
was that, as the advertiser would have to get 
somebody to interpret the letter to him, th« 
facts contained in it would be likely to mak« 
more of an impression. 

THE Overland Monthly, offers a bicyc! 
or a scholarship to the winner of a prize story 
The conditions are these: The story to cor 
sist of 1,500 words, and to contain two wor: 
from ak advertisement in any number of t! 
Over/and, supply asufficient number of words 
to make up the requisite 1,500 words. A list 
of the advertisements to be attached, mar} 
ing the words in each and how used. 

. 
MIRROR OF A TOWN’S DOINGS. 


The newspapers of a town are its looking 
glasses. It is here you see yourselves 
others see you. You smile on them, and th 
smile back at you; you frown on them, a 
you are mn Ff kind. They are the reflex 
of atown. If the town is doing business t 
newspaper will show it in its advertising 
columns. If the merchants are spiritless 
shiftless fellows, whose stores are jumbles 
junk and jam, the newspapers will show it 
the lack of space they take. If you want 
world to know that you have a live tow: 
you can only let it known through 
newspaper.—Perham (Minn.) Bulletin. 
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ARCHER'S INTERVIEWS, 
American Tract Society Building. | 
New York, Sept. 27, 1895. § 
Editor of Printers’ Ink: 

I have been much gratified to receive a 
number of letters from those whom I have 
been interviewing recently for your publica- 
tion. 

I send you these letters, because they may 
interest your readers. They are, of course, 
a good advertisement for me. But we are all 
in the advertising business. 

There is one interview in which I take 
much pride, and on which I have been warmly 
congratulated by many eminent advertising 
men. That is my interview with Mr. James 
E, Powers. It has attracted more attention 
than any other of my interviews with the ad 
writers, and J have been, I repeat, congratu- 
lated by many eminent advertising men upon 
the fidelity with which I portrayed Mr. 
Powers, personally—the accuracy with which 
I reported his remarks, and the warm, en 
thusiastic justice which characterizes my 
analysis of and comments upon his adver- 
tising ability. 

It appears that I must be content with the 
verdict of the advertising public in the case 
of the Powers interview, for that gentle 
man’s proverbial modesty has, up to the 
present time, apparently prevented his 
writing me a letter voicing his appreciation 
of my efforts. Appison ARCHER 


New York, Sept. 3, 1895. 

My Dear Mr. ArcHER—You are a genius 
as an interviewer. 

That you managed to sift so much from my 
scattering thought and preserve the spirit of 
my meaning so well makes me wonder. There 
are only a ion touches that I would care to 
give the story, if I had a day to tinker it in, 
and they are mostly little nothings. But it 
gives me a shiver to see how long the thing 
is. My, I thought I could turn in my own 
length ! 

Your knack of putting the man in a frame- 
work of his own thought is what lifts your 
recent Printers’ Ink work so high. I re- 
gard this series of interviews as photographs 
without pictures. Very truly yours, 

M. M. 


GILLAM 


“Tue Pxicapecpuia Item,” } 
Daily, Sunday and Weekly 
PHILADELPHIA, Sept. 14, 1895. } 
Mr. Addison Archer: 
Dear Sir—I have neglected to thank you 
for the most admirable, accurate and inter 


esting interview with me you printed in 
Printers’ INK. 

It has been most widely and favorably 
commented on in this city by newspaper men 
and others, and pronounced a “ gem.”” 

How the Hon. Chauncey M. Depew would 
revel in having such a man as you interview 
him. Doit! Truly, 

HARRINGTON FITZGERALD 


PHILADELPHIA, Sept. 12, 1895. 
Mr. Addison Archer : 

Dear Sir—In answer to your hy ao 
* Have I quoted you accurately in the inter- 
view which appeared in Printers’ Ink July 
roth ?”’ I will say, “* Yes.”’ 

I have no fault to find; on the contrary, 
I congratulate you upon the liveliness you 
managed to put into a dull subject. I am, 

Very truly, Cuas. M. Snyper. 
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Vanderbilt Building. | 
New York, Sept. 16, 1895. § 
Mr. Addison Archer: 

My Dear Mr. Arcuer—Replying to your 
inquiry of Sept. 11, I can say that I have ab- 
soletely no fault to find with the interview 
published in the Printers’ Inx. You quoted 
me correctly in every particular. 

I note what you say about Mr. Powers. 
Without knowing just what his complaint is, 
I really see no reason why he should complain 
about his interview. It seems to me that, if 
I had never heard of Mr. Powers, there are 
certain points about this interview that would 
give me great confidence in his ability and 
honesty of purpose. Very truly yours, 

CHARLES AUSTIN BaTEs. 


“Tue Catt,” ) 
Rosert S. Davis, Proprietor. 
Office, 26 South Seventh St. [ 
PHILADELPHIA, Sept. 14, 1895. 
Mr. Addison Archer: 

Dear Sitr—Yes, as | remember, you report- 
ed me correctly in that interview in Print 
ERs’ INK. 

As an interviewer you are unusually appre- 
hensive and correct. Yours truly, 

Rost. S. Davis 


Natn’t C. Fow er, Jr., ) 
Tribune Building, New York. + 
August 1o, 1895. 
Dear Sir—I wish to express to you my 
ratification for your care in correctly report- 
ing the recent interview you gave me. 

I have read the printed account of the in- 
terview carefully, and I find that your report 
of what I said is exactly what IL. did say. 
have been interviewed several times, but in 
no other case have I been correctly reported. 
_ You not only understand the art of happy 
interviewing, but you exercise great care and 
judgment and asidher misrepresent nor mis- 
quote the man you interview. 

Sincerely yours, Natu’: C. Fow.er, Jr. 


517 and 518 Temple Court, New York. } 
New York, Sept. r2, 1895. { 
Addison Archer: 
Dear Sir—I am in receipt of your favor of 
thetrth. 
In your interview of August 28 with me 
you quote correctly what I said 
I have been interviewed a number of times, 
but you most clearly stated my ideas in the 
interview. Very truly yours, 
C. E, 


Mr 


Exuts. 


World Building, N. Y., Sept. 29, 1895. 
Mr. Addison Archer: 

My Dear Sitr—I am pleased to say that 
your interview with me for Printers’ Inx 
was absolutely correct and altogether satis- 
factory. So obviously so that | did not real 
ize that your inquiry was more than casual. 
I beg your pardon for not having replied to 
it before. Respectfully, 

Worstan Dixey. 


Office of N. Y. “Sun.” } 
New York, Sept. 16, 1895. { 
My Dear Mr. Arcuer—You certainly did 
report me correctly in the interview on the 
Sun published in Printers’ Inx. 
I have always known you to be an accurate 
reporter. Sincerely yours, 
C. M. Hammonp 
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ENGLISH REPORTERS. 


English reporters are apt to rely too much | 


on shorthand writing. They are not as 
sprightly as American reporters. But the 
great use to which English reporters put 
shorthand, and the wholesome dread they | 


have of using any but a man’s actual words | 
in reporting his speeches, tend to give En- | 


glish reporting the 2 yond for accuracy | 
which it now generally enjoys. Accuracy 


and fairness are the ret requisites with ad 


English reporter doing political work. Con- 
sequently, when English people read a re- 
port of a speech in Parliament, an address of 
a member to his constituents, or a discussion | 


Tue glass dealer’s advertisement should 
be clear enough to use seen through. 


Displayed Advertisements 


| 50 cents a line; $100 a page: 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 





~ WISCONSIN 4 ACRICULTURIST, 
RACINE, WIS, 


Pras “isco, ‘al, he 
| THE WA. VE, "EJ teahe Gosst ‘vo 


| ciety, literary and politica. weekly. E. KATZ, 


in the City Council, they know and feel that 

they are reading what the speaker actually | 18- 187 World Bldg. New 13, 000. weekly 
said, and not ae the re + thinks > Tork, U. Y., sole agent. guaranteed. 
said, or imagines he should have said. They 

get the speech standing quite apart from any TEREOTYPE, er anted ond Eioctrotype 
opinions about it or comments upon it; and | fx ei CRRCHANT & és CO. Fine. 517 
with this before them, they are able to ‘form Arch St. em Soe — J 
their own judgments. of the question under : 


discussion, and of the attitude of the speaker 
DO YOU WANT 
AGENTS? 




















towards it. Speeches so reported have an 
undoubted educational v alue, and a good 
and far-reaching effect on municipal and na- I have 100,000 such 
tional political life.—Aslantic Monthly. ae names for sale, 
° which would be 
splendid to send 
Tue business man need have no cares sample copies of 
As to the disposition of his wares, = paper to. 
Nor wait for trade with wistful eyes E. J. SMEAD 
If he will but advertise. Vineland, N. J. 


ANOS 32 Why wer eet epee fora Large 
we 
| T Y?: FOR ONLY $225. 00 “SS 
oe 000 Beatty 0 zone, Pianos in use. 
talogue free. Address. 
DANIEL F. BEATTY, Washington, N. J. 


125,000 is the 3 











guaranteed cir- 
culation of the 


NEW YORK 
PRESS 


—gsecond to only one paper in New York City— 
second to none in value to advertisers. 


The PRESS is read carefully, adsandall. The ads are edited 
no objectionable medical ads accepted. The rates are low 
30 cents per agate line, and nothing extra for cuts, display 


or breaking column rules. 
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$3. 5O for 35 Cents, 


___________ aaa eee, 

or 10 actual photographs, 
cabinet size for the price of one. Regularly | 
mounted and with megrepmes al sketches. | 
ae h is CELEBRITIES, monthly, 35c. a copy, $4 

year, —. Sample cop sent on re 

oe pt o Address, CELEBRITIES, 25 | 
West 2th , mm, New York. | 
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Mr. A. P. ST 
citizen of Oregon, Wisconsin, 


JOHN, a 


in an interview had with D. 
E. Williams, of the Oregon 
Observer, on the 6th day of 
May, 
long time I have been more or 


eT, 
1895, said: ‘‘ Fora 
less troubled with dyspepsia. 
Having considerable hard 
if I followed the 
cravings of my appetite it 


work to do, 


was sure to result in those 
terrible distressing pains of 
When in the 
most agony I would endeavor 


the stomach. 


to obtain partial relief by 
some ‘grandmother’ 
treatment, which, if of any 
benefit, was to strengthen the 
imagination that the distress 
was a trifle less. At times I 
have suffered intensely. 
While visiting my sister Cora 
I was recommended to try 
Ripans Tabules, which I soon 
discovered were a blessing to 
mankind. Now I am never 

without them, and am pleased 

to recommend them as a 

Godsend to those troubled 

with dyspepsia. 

Ripans Tabules are sold by druggists, or by 

mail if the price (50 cents a box) is sent to 


The Ripans Chemical Company, No. 10S 
8t., New York. Sample vial, 10 cents. 
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The 
Atlanta 
Exposition em 


Draws an army of visitors from 
all parts of the country. They 
will read the Fair numbers of 


The Southern 
Homestead, 


The only magazine in Atlanta. 
Advertisers should take advan- 
tage of the guaranteed 


60,000 
Monthly Circulation. 


V OPPO + OFF 


vere 





Write for rates and sample 
copy to 
W. H. ENGLAND, 


SPECIAL AGENT, 
842-844 Broadway, NEW YORK. 
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| »: 
New England 
..Magazine.. 


Devoted to the interests 
of New England People, 
consequently read in all 


parts of the United States. 


WARREN F. KELLOGG, 


PUBLISHER, BOSTON. 


FRANK E. MORRISON, Special Agt., 
Temple Court, N.Y. Boyce Bidg, Chicago. 
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The Official Census gives this as the 
Membership of the... . 


Protestant Episcopal Church in America. 


The flower of this army of Church 
t people will meet in Triennial Conven- 
tion at Minneapolis during the three 
weeks beginning October 2, 1895. 
71 Bishops 
208 Clergymen 
208 Laymen 
The authorized representatives of the 
Church, and its highest judicial body,will 
consider grave questions of Cameck ol- 
ity. The interest of the Church will be 
centered to an unusual degree upon Min- 
neapolis during those three weeks. 


The Church Standard 


te oe ee oe Od od A i Oe ee A i be bee 

" Of October 5, 12, 19, 26, and November 2 
will contain full and accurate reports of 
* the proceedings of the Convention. Past 
experience tells us these numbers will 
have avery wide circulation—of more 
than usual value to advertisers, as they 
will be preserved and frequently "referred 

to during the next three years. 
Shrewd advertisers who wish to reach 
so large a number of Church people at 
our regular rate should write us at once. 


THE CHURCH STANDARD CO., | 
112N. 12th Street, PHILADELPHIA, PA. 
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- 30,000 
Families 


Subscribe for the popular 
household magazine 


The 


Household 


Realm 


Published monthly at Cleveland. 
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Shrewd advertisers are using it. 





For rates and sample copies, 
address 


W. H. ENGLAND, 


SPECIAL AGENT, 
842-844 Broadway, NEW YORK. 
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mRUTH Stop TRUTH 


Consider... 


Vem Wolem eran gine SAU ie line 
Are you paying Weems iit = 
Are you paying 50 aline e 


TRUTHS rateis 50 
Yearly contracts athe 
BETTER VALUE than yi no 


kK ( DO YOU DOUBT IT 
TRUTH Li ME ENLIGHTEN YOL 
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‘* An honest tale speeds best when [F== === SSS SS= 55555555 


plainly told.”’ A Fact 


conceded by the people 
of Harrisburg and vicinity is that 


THE 
PATRIOT 


Is the most progressive news- 
& 


THE——~> 


Kansas City 


WORLD, 


Circulation, 29,000 DAILY, 
32,000 SUNDAY, 


Offers in proportion to circulation the 
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ro i paper in Central Pennsylvania. 
best advertising for the least money. " 
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see 4 Its circulation of 
Write us for estimates. » aren viii 


8,000 DAILY, 


If you put it in The World it wins. 5,000 WEEKLY, 


is at your disposal at a nominal 
THE WORLD, 
Kansas City, Mo. 


A. FRANK RICHARDSON, 
Special Representative. 


L. V. ASHBAUGH, 

Manager. 

Chamber Commerce, Tribune Building, 
CHicaco. New York. 


price. 
Information of 
H. D. LA COSTE 


38 Park Row 
New York 
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PAPERS THAT PLEASE, PAY. 


Womankind. 
Every number of WoMANKIND grows better. 
Every number brings more _ subscribers, 
more advertising and better results to ad- 
vertisers. be 


Why? 
Because it’s the kind of a paper the busy 
housewife and the mother wants. It appeals 
to people in a peculiar way. 


It Pays Advertisers. 


SOSSSSSOSOSSOSES 


The Hosterman Publishing Co., 
SPRINGFIELD, OHIO. 


The great Thanksgiving Number will close October 15. Get 
in it and have reason for thankfulness. 
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omer: I is Impossible 


MORNING 


EVENING 

SUNDAY y . To cover West Virginia and 
) Eastern Ohio unless you use the 

TWICE-A-WEEK U advertising columns of the 


| The Patriot, | ‘necting 


Jackson, Mich. 
a a eee News 


Leading Family Newspapers in 
their Field. 


e 
Rates for Space Reasonable. 
Sd 


Information about 
Advertising of 








Rates very cheap as compared 
with the service you receive and 


Guarantees 


A larger total circulation in 
above territory than any other 
paper. 


VIZ 





—_—_—oO 


a 


Rates or any other information cheerfully 
furnished by 


- - ome 1| C. E. ELLIS, Special Representative, 
3 ar ow ] 
New York a 517 and 618 Temple Court, 

vy New York City. 
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The intelligence and purchasing 
power of its readers is unsurpassed 


in this territory. 


ares | fer 


STATE, 


RICHMOND, VA. 
<~peer 


Oey ras es 


Any desired information as to 
prices, etc., will be supplied by 


Special 
Newspaper 
Representative. 


H. D. La Coste, 
38 Park Row, 
New York. 
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PEN Thine Ears oe ee 
The Clouds 


Drop Fatness 


to Sound Argument. 


A journal that 
reaches the best 


people in every The 
Dull 

Times 

Are Over. 


city , town or 


village the 


United States 


must possess 


The 
National Tribune 
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merit as a 


advertising 


lo what exter 
we modestly ask . . 
. That is why the best advertisers have 


you to determine. used it for years. 


— Over 100,000 every issue. 
Ask for Sample Copies and Rates. , . 
No live business man will fail to adver- 


See what we are. tise this fall. 


Address THE NATIONAL TRIBUNE, 
Washington, D. C. 
Or BYRON ANDREWS, 
Manager Branch Office, 
World Bldg., New York City. 


THE AMERICAN 


School Foard Sournal 


New York, Chicago. Milwaukee. 
vvvvvvvvvvTeTvVrvVYYYYeYa ee 
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..You Have Noticed.. 


what our clients have to say 


respecting 


HARRISBURG ~~ 
~~~ TELEGRAM. 


Are you content? If not will publish 
more testimonials or prove by letter to 
your ENTIRE SATISFACTION, the 
relative value of our advertising col- 
umns. For further information write 


Cc. & ELvIG, 


Manager Eastern Office, 


517-518 Temple Court, New York. 
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Using Jonson’sInks Exclusively 


Pays Fancy Prices no longer 


*$0@@BO00B000GOee-- 


When I can induce all the printers and publishers of this country to 
change from the habit of buying Printing Inks on credit and paying three or 
four prices for them there will not be so many failures as now. Everybody 
will make more money. It is a well-known fact that, in estimating on work, 
the cost of ink is never considered unless the job is a very big one. The old 
ink houses have given such long credits, that the printer seldom knows either 
what he owes for ink, or what it cost him. Nowadays competition for every job 
is keen ; and every penny must be accounted for, or the printer will get left. 





Mr. Charles Day of 220 William St., New York, 
in a recent interview stated: “I am now using 
Jonson’s inks exclusively. All colors and glosses, 
also bond papef‘job and news inks. Even my 
customers have lately-been remarking it. Ink sales- 
men that used to have our trade come in and talk, 
and say they will meet Jonson’s prices but they 
never do. Jonson’s inks act well, use well, wear well. 
We pay fancy prices no longer. Before we got hold 
of Jonson's inks, we gave close estimates on work. 
Same as now, and the ink used ate up all our profits. 
Now we are making money, and we think this must 
be so with other customers of Jonson’s if they would 
only say so.” 


I have no traveling salesmen to waste my money. I keep no books. I 
give no credit, consequently I have no bad debis for my cash customers to 
make good. If I don’t get the money I hold on to the ink. 

My prices are from fifty to eighty per cent lower than those of my com- 
petitors and my inks are the dest in this wor/d. Try me on a small order first 
and if you are not satisfied, return the goods and your money will be refunded. 
What more can I do? 

Send for my price list. Address, 


PRINTERS INK JONSON, 8 Spruce St., NEW YORK. 
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Quick 
Returns 


AND... 


THE 
DETROIT 





SUNS 


Are given to all adver- 
tisers who use the adver- 


tising columns 


os WH ecoe 


Which shine over all who 
take advantage of a good 
thing when they see it. 
Best and cheapest sensa- 
tional weeklies in Michi- 
gan and _ surrounding 
States. 


Are Synonymous 


BOS 


Guaranteed Circulation, 


120,000. 


BOS 


Cc. E. ELLIS, Special Representative, 


517 and 518 Temple Court, 


New York City. ————_. 
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THE SAME 
OLD STORY.... 


Every week we continue to tell you 


ayeneereres: 
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of the excellence of our lists. 

It’s an old story, perhaps—we have 
been telling it since 1864—but a 
good story will bear constant re-tell- 
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ing, and we propose to keep con- 
stantly re-telling it. 
Every prominent advertiser in 


Po 
WALA, 
Ni 


ese 
=~ 
1A, 
os 
=< 


Wy 


\ 


wins Soll 
egeausreeses 
WAN 
SS 


ex 


the country uses the lists. But we 
want every advertiser in the country 
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to use them. 

It’s for the benefit of these that we 
keep hammering all the time. 

We're always glad to give you all 
information possible. 

One electro will put your ad into 
over 1,450 papers, with an aggregate 
circulation of not less than a million 
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copies per week. 
Let's talk about it. 
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CHICAGO 
NEWSPAPER UNION, 


93 S. Jefferson Street, Chicago. 
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and to offer sug, 


DEPARTMENT 
By Charles 


— for the betterment 


advertising will be criticised freely, frankly and fairly. 
booklets, novelties, catalogs. Te lime your ad 
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GENERAL ADVERTISING. 
Here is a letter and an advertise- 

ment that I think require no comments : 

O., Oct 


CoLuMBus, 7s 
Editor of Printers’ Ink: 

Dear Sir—My attention was attracted to 
the inclosed advertisement in a publicati: 
which I found lying open with this aaa 
exposed. 

After reading it I was no wiser than be- 
ore. It is probably such people as these, 
who write advertisements that tell absolu f 
nothing, who ask “does advertising pay 
Thinking it may interest you, | forward 
ithout other excuse or reason, 

Very truly, _ = 


1895. 


fi, 
? 
Ww 


Baitu HACHE. 





THE CLEVELAND 


IT IS BETTER TO SELL AN ESTABLISHED 
CERTAINTY THAN TO INVEST IN 
AN UNTRIED QUANTITY. 


THE CLEVELAND 


Is the 
experience 
equipped fact wy in the 
handiwork of ger 
combination of advancex 
ical ideas, 


THE LEADER OF THE HONEST 
HIGH GRADE. 


Peeeeeeereeoeoes 


— of years of study and 
1e product of the best 

world; the 
and skill; a 


i mechan- 


ius 


If you desire to be up-to-date 
in 1896 handle the Cleveland 


H. A. ‘LOZIER & CO., 
CLEVELAND, 0. 


GEO. E. LLOYD & CO., Chicago Agents, 


COR. CANAL AND JACKSON STS, 


BRANCH OFFICES : 
337 Broadway, New York, N.Y. 304 Mc 
Allister St., San Francisco, Cal. 1724 N. 
Broad 8t., Philadelphia, Pa. Aultman, 
Miller & Co., Dallas, Tex. 
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* 
I want to repeat something I have 
uid several times before. I get such 
n enormous amount of matter ad- 
lressed to this department that it is 
bsolutely impossible to give all of it, 


RS’ INK, 


OF CRITICISM, 


Austin ‘Bates. 


Advertisers everywhere are invited to send matter for criticism ; 


to propound problems 
of this department. Anything pertaining to 
end your newspaper ads, circulars, 
vertising trouble s—perhaps I can lighten them. 


or any considerable part of it, the at- 
tention that it may possibly deserve. I 
have now piled on top of my desk just 
about an even bushel of letters and 
papers and packages that I have not 
even looked at. There are probably a 
hundred letters that have never been 
opened. Eventually they will all have 
attention, whether that attention leads 
into print or into the waste basket. I 
cannot pretend to answer them all. 
Those that contain interesting matter 
will probably be heard of in this de- 
partment. If they are not available, I 
cannot promise to answer them at all. 
I cannot give personal answers to any 
letters that are addressed to me as edi- 

tor of this department. 

* + 
140% "Belleville Aves l 
NEWARK, 

Sept. 27, 1895. § 
Charles Austin Bates, Esq. : 

Dear Sir—Inclosed I submit to your 
nig a a number of advertisements which 
nave been entered in competition for a prize 
of a building lot. 

Three business men have looked over all 
the ads entered in the contest, and have each 
selected the five they deemed best of the 
lot—these I submit to you and ask that 
be the final judge in the contest. One ad in 
this lot has been named by each of the three 
judges as the very best of those entered in 
the competition. 

the judges have been cautioned that 
the object of the advertisements was to se// 
Zots, and that typographic novelty and dis- 
play was of secondary importance. 

If you wish to comment on these ads in 
Prin — Ink you may retain them for a 
time, but I would like to have an early reply, 
with your decision, that we may settle the 
ntest at once. Respectfully yours, 

T. S. Herrincer. 


c 


I should think a pretty good way to 
settle this contest would be to ascer- 
tain which advertisement resulted in 
the sale of the greatest number of lots. 
I see only one glaring fault in all of 
these ads. Inno one of them is full 
information given about the prices of 
lots and the terms of payment. One 
ad tells the prices, but not the terms, 
and another gives the terms and not 
the prices. Several of the ads are 
pretty good, except that their legibility 
is spoiled by efforts to make striking 
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display. I am inclined to think that 
the following ad is better than any of 
the others; although there isn’t very 
much choice. ‘This ad would be im- 
measurably better than the others if it 
contained definite information about 
the size and frequency of payments re- 
quired : 





Cigars and Beer 
Will Buy a Lot. 


We have no 
intention of preaching a temperance sermon 
or advising against the use of stimulants, but 
desire to show, in a simple manner, how easy 
it is for a young man to own a home in West- 
mont. If you make good wages, or a liberal 
salary, and are addicted to the use of liquor 
and tobacco, you will spend in the gratifi- 
cation of your cravings an average of at least 
40 cents a day for something which, while 
perhaps not an injury to you physically, cer- 
tainly is of no benefit. The same amount 
put daily into a Westmont lot (the best of 
saving institutions) would make you the 
owner, in a few years, of a $600 lot—bought 
for $600, but by the time the payments cease 
double that sum could not buy it. Or, if you 
are a mechanic—one of the many who are not 
as well paid as they used to be—say you 
make $2 or $2.50 per day; if you indulge in 
this habit you will spend not less than 20 
cents a day, or enough to keep 4 the Pay: 
ments on a $300 Westmont lot. That would 
be less than one-tenth of your income; and 
to thus begin a systematic saving on this easy 
plan now will beget a habit of economy and 


page, which should have been the first 
thing in the book. The order blanks 
should be the last thing in the book. 
The terms, etc., should be next to the 
last. People want to know about the 
goods first. They will find out how to 
order them after they have found out 
what they want. Afterthey have decided 
what to order, it is time enough to hand 
them an order blank. There is nouse 
poking an order blank at a woman and 
practically saying to her: ‘‘ Here, fill 
this out, and look at the book after- 
wards.” The catalogue is good, but 
it isn’t as good as I would have ex- 
pected considering the exceedingly at- 
tractive ads that Higgins & Seiter pub- 
lish in the magazines. 
* % 
* 

Here is something the like of which 
I never saw before. I wouldn't be a 
bit surprised if it was agood idea. Mr. 
Boaz A. Blades certainly ought to get 
his job. What's the use of a man 
wasting time floating around from one 
printing office to another asking for a 
**sit’’ when he can ask a thousand at 
once by this simple method? Mr. 
Blades prints his application on good 
linen paper, in fairly attractive style, 
and this is what he says : 





a feeling of strength and independence in 
future years that will compensate a hundred- 
fold for a little present self-denial. “Provide 
for the inevitable rainy day; prepare a place 
of refuge and comfort for Oh who will some 
day look to you for protection. Evenif you 
have no “ bad habits,”’ try and sum up what 

‘ou spend daily, on an average, for the grati- 
Keation of whims and caprices that give no 
real benefit and their enjoyment past and 
forgotten in an hour. There is no doubt that 
what you waste will buy a lot. 


Have no half-dealings with thine art.— 
SHAKESPEARE, 


I WANT WORK. 


Of course it is not necessary for me to 
apply to you for a position as a farm- 
hand or a horse-shoer. 


lama 
Cc ie 


P . 
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Higgins & Seiter, New York, have 
sent me a large catalogue of their china 
and glassware. It has a handsome 
and attractive cover, and taking it al- 
together it is a very excellent piece of 
work. It isa practical catalogue, with 
pictures of all the goods and full de- 
scriptions. It gives definite prices 
right straight through, and ought to 
produce good results. There is one 
serious fault in it, and only one, as far 
as I can see. Immediately after the 

e of introduction is a page contain- 
ing directions for ordering the goods, 
including terms and other information. 
Then follows the index, and after that 
a block of about ten order blanks, 
which are perforated so that they can 
be detached immediately. After all 
this matter comes a very artistic title 





Not the best in the world—but one who 
has endeavored to master the printing 
trade sufficiently well to secure good 
recommendations from former employ 
ers who know good workmen; neither 
was I ever employed in 


The Largest 
Printing Office 
on Earth, 
but can honestly claim a reputation for 


Industry 
and Sobriety 


equal to any man, and those who know 
me will vouchsafe the same. 

Should your business require addi 
tional help, such as I am capable of 
filling, I would be pleased to serve you 
With the hope of this receiving you 
earliest consideration, I remain, 

Yours respectfully, 
B. A. BLADES, 
Easton, Maryland 


From the press of the Easton Democrat. 
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I think it would have been better if 
it wasn’t quite so facetious. There is 
too much effort about it. Mr. Blades 
has been influenced to his own detri- 
ment by the work of alleged ad-smiths. 
[ cannot help criticising this facetious 
style of advertising. | don’t believe 
nit. I believe that dead earnestness 
ays better every time. I have no 
loubt that sometimes funny business 
but I believe common sense will 
time. 
* # 


pays, 
vay better every 


* 
In some remarks I made in PRINT- 
ERS’ INK of October 2d I did injustice 
) a very estimable gentleman. In 
replying to an article by W. Chandler 
Stewart I recalled an incident in 
which a man named Stuart was con- 
erned. I thought Stewart was Stuart. 
Of course, I ought to have looked up 
y data before writing. There is no 
piestion about that—now. Mr. Stew- 
art feels very naturally indignant at me 
nd I don’t blame him. Mr. Stewart 
oesn’t know who William H. Stuart 
ts—never heard of him until now, and 
loesn’t ever want to hear of him again. 
Neither do I. I wish he had never 
existed. Now Mr. Stewart has jumped 
m me in four separate and distinct 
anguages and I would apologize in 
five if I knew that many. 
* 


RETAIL ADVERTISING. 


A correspondent sends me a lot of 
lippings from the Dry Goods Econo- 
ist ready-made ad department, with 
e following comment: ‘‘ What is 
your opinion of the inclosed advertis- 
ing? I read the Dry Goods Economist 
frefully, but should think they could 
ive better advertising matter than in- 
losed.’’ 
Ihe ads sent strike me as being 
retty good, but the little note reminds 
of a criticism of these same ads by 
. J. E. Powers. It was addressed 
the editor of the Dry Goods Econo- 
mist, and appeared in that paper on 
October 5. Following Mr. Powers’ 
itter were some comments by the 
editor of the Dry Goods Economist, in 
which the editor tried to make Mr. 
Powers and his criticisms seem ridicu- 
Now, from what I know of Mr. J. 
E. Powers, this would be a pretty large 
contract for anybody to undertake. Mr. 
Powers knows some of the real truths 
about advertising, and he knows how 
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to tellthem. It may be that his man- 
ner of telling them is frequently of- 
fensive. From what I have heard of 
him, I would say that he was abso- 
lutely without tact, but that doesn’t 
make what he knows any the less valu- 
able. 

In the effort to answer Mr. Powers, 
the editor of the Dry Goods Economist 
skips all of the strong points that Mr. 
Powers makes, and devotes himself to 
criticisms of Mr. Powers’ egotism. 
The Powers article contains a lot of 
what Mr. Gillam calls ‘‘ crystalized 
wisdom.’’ That’s the reason I am go- 
ing to print it almost in its entirety. 
To the Editor of the “ Dry Goods Econo- 

mist’: 

Sir—A friend sends me a leaf of the Dry 
Goods Economist, pp. 147 and 148, but bear- 
ing no date, devoted to advertising, in which 
the following referenceto me is my reason 
for writing this letter: 

“The dry goods advertiser can be 
said to date from the employment of J 
Powers by John Wanamaker.’ 

And I write it, not to correct the reference 
to myself, but to make a good use of it in be 
half of your advertising editor, if you have 
such, and of your readers. 

I do not approve of your teaching, to judge 
it by this page (147). I should not presume 
to ask you to print my disapprobation of it 
yut for your commendation of me as a dry 
goods advertiser and your illustration of 
that commendation by some extremely bad 
examples of dry goods headings, supposed to 
be of the sort that 1 have set going. I do 
approve of your attributing to me a radical 
change in the method of dry goods and other 
advertising, but your ex: amples of “ catchy 
headings’’ I am ashamed of, and I think it 
not only fair to be relieved of even remote 
a for them, but useful to you 
and to merchants to be warned against them 
as injurious and discreditable. At the top 
of the page (147) I see a headpiece of drums 
and trumpets. These are proper symbols of 
the advertisement headings on that page; 
but they are by no means proper symbols of 
proper advertising, of eoiel and creditable 
advertising 

What makes the dry goods business so 
easy is this: women want the goods, and are 
eager to see them or hear about them, or 
even to read about them, provided of course 
that the writing be not disagreeable. Writ 
ing about dry goods is advertising. Agree- 

ble writing is good advertising; disagree- 
able writing about them is bad advertising 
What is agreeable writing about dry goods ? 
That is the fundamental question in dry 
goods advertis ing * 

You say that dry goods advertising dates 
from my work at W anamaker’s, which is 
true. There was a good deal of dry goods 
advertising before that, but it was desultory, 
timid, and of doubtful value. Nobody ad- 
vertised regularly and confidently in dry 
goods. You say: 

** Since this departure by one house dozens 
of establishments have seen the wisdom of 
putting the enormous expenditure incident to 

a heavy advertising campaign under the con- 
nel of one who by study or intuition is par 
ticularly fitted to speak for the store through 
the papers.” 


a 


truly 
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Here you are wrong, and I write this letter P. Hatch, of Lord & Taylor, about two years 
to show you not only how you are wrong but before | illustrated his invention at Wana 
to tell what is the fact. * * s maker’s. He told me: ‘You have such an 

I had three stores to advertise daily: the opportunity as no writer of fiction or of any 
general store with men’s and boys’ clothing other literatureever had. You have for your 
in it, and two clothing stores. Besides dry subject what women care more for than for 
goods, I had to write two clothing advertise- anything else in the world—they care more 
ments daily, and twice a week three; and for dry goods than for their souls. All you 
the two and three must not conflict; and have got to do is to tell ’em what they are 
the mutual jealousies of the three stores crazy to know; and they’ll fill the store if 


must be avoided. I seemed tomake noprog- you'll only do it.” 
I didn’t believe it. I didn’t see it. I didn’t 


ress in dry goods advertising for about nine 
months. I mean that I did not learn how to understand it. I didn’t know what he meant. 
advertise dry goods. I satisfied Wanamaker, And when I did understand it and practice 
but not myself. I felt sure it didn’t pay and it, other merchants looked on, and all they 
couldn’t pay to spend so much money in saw in it was talkee-talkee. It has degen 
rinting my stuff; it couldn’t possibly pay. erated to what they saw init. Don’t, 1 beg 
ow and then I made a hit—a good adver- of you, call it Powers style! 
tisement—not so often as once a week for My notion of dry goods advertising is t 
each store. I was spending about $500aday print what women like to read, to seek re 
six days in the male and making good ad- spect and confidence not by demanding them 
vertisements once a week : paying $3,000 for but by earning them, Usual dry goods ad 
$500 worth ! vertising is mostly brag and lie; which does 
One day—I don’t remember how it hap- so little harm because they all do it. Good 
pened—I made a sentence or two onadozen advertising, with good management, gathers 
different sorts of goods, and thought I had_ trade wonderfully, Bad advertising, strange 
done a good thing as well as new. Next day to say, appears to have no effect on it either 
I couldn’t do it again, anddidn’t ; went back way. But the fact that most dry goods mer 
to my previous essays on one or two things chants throw their money away affords a first 
in the whole store. Why couldn’t I do it rate chance for any capable merchant to get 
again? Because that sentence or two on a_ whatever tradehecan handle, and get it quick 
dozen different sorts of goods was general, A personal word, by your leave. You say 
not specific. I had written like this: ‘‘We ‘* Mr. Powers of late years has devoted hi 
have several hundred different carpets, of time to special work, and he is no longer note: 
several different sorts and of several grades in the dry goods trade.’’ Which is true. | 
in each sort.”” I could print that once and have been doing much more difficult work 
then it was done with. I hadn’t written for several years than dry goods advertising 
like this: ‘* A new tapestry carpet looks, ata That is because I am sought for other work 
little distance, as if it were all of one color; and not for dry goods. I suppose the reasor 
near by, it shows a running vine all over it. is that dry goods merchants have gone off o: 
Three or four colors in every carpet, and ten this craze for silly advertising that you ar 
such carpets: one looks blue, another brown, teaching—which is all I have seen—and ca 
another gold, etc. An interesting~device as it the “ Powers style.’ Every sensational 
well as a new and beautiful one. 8oc.’’ newspaper reporter is capable of it; why see 
This is interesting ; and one could go on ad- Powers, who isn’t capable of it? Millions of 
vertising carpets every day in the year in money is thrown away on it, and the respe 
this way. I soon discovered that general of all intelligent ounie is thrown away by it 
statements were not interesting and that few It don’t stop the sale of dry goods; it neith« 
can be made; and that particulars are inter- helps nor hinders. Women will have d: 
esting and that the store was full of ’em. goods. Merchants may make themselv: 
That was the discovery. Print the news monkeys and liars ; women will buy ; they’, 
of the store. No “catchy headings,” no got to. 
catches, no headings, no smartness, no brag, The same of 99 cents; they know the tri 
no “ fine writing,’’ no fooling, no foolery, no and despise the merchant, but buy dry go 
attempt at advertising, no anxiety to sell, no they must and do and will. Macy invente 
mercenary admiration ; hang up the goods in selling cheap for cash—it had been lied abo 
the papers, one at a time, a few to-day, to- for centuries, but Macy did it—and ctupi® 
morrow the same or others. The less your made his prices hard to reckon, slow to mak 
interest shows in your writing, the better re- change, and shameful to think of; and mer- 
spect your store will get, and the more it will chants saw nothing in it but odd prices ar 
sell to-day and this year and forever. It isa followed—just as they followed my talking 
simple tale, and strange that, when I prac- style of writing, or tried to. They follow: 
ticed it nearly five years, and the business odd prices, not selling cheap. It was selli 
grew from near $4,000,000 a year to over $8,- cheap, really doing it, that made Macy, 
000,000, merchants looked on from afar and spite of his odd price folly, but mercha: 
tried to do the same, they adopted only one see nothing in his invention but the discred 
part of my method, and that a minor one, able and injurious part; the valid part they 
viz., familiar style of speech. I used collo- did not and do not see at all. 
quial language ; wrote as I talked, as every- Last fall 1 started a dry goods merchant 
body talks; used common words, short sen- off in a new city—he had a big store in « 
tences, easy constructions—the language of other city, where he was making moncy 
children’s literature, except that I sprinkled started him off in a new big store ina ci 
a little humor in occasionally. My talk was newtohim. I spent, I suppose, 25 per c: 
grown-up, but had the ease and familiarity of sales for advertising in the beginning 
of family language; nothing ambitious in it less than a month it was 5 percent. 1 “'s 
but goods; it was full of goods; and it told at cost”? and did it; that is, 1 meant toa 
the truth about them. And that is what Lamy | did it; but my merchant backed 
people want. Colloquial language is noth- and I quit. In 23 business days the sales 
ing. Merchandise talk is the thing. It was creased from $2,000 or $3,000 (a guess) 
that that did the business. $10,000 and $12,000 (a fact) from “* selling at 
The real inventor of my dry goods adver- cost” and nothing else. What I mean 
tising was my first employer in dry goods, E. “selling at cost’ is pretending to do it « 








PRINTE 


not doing it. If my merchant had really 

done it, the sales could have reac ~— $15,00 
or $20, 200 a day in that time ; and, if he had 
managed wisely afterward, he would have 
kept the trade he had won. It was selling 
lose that made Macy ; not odd prices. Odd 
prices made his success a slow one 


Powers 


*_ % 
READY-MADE 


I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
i ne to the author when he is known. Contri 
yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be. -C . B.] 


ADS. 


(By M 


high prices 
feric or goods. When 


For a Jewelry Store Vix) 


Don’t Give Up 


you want a good article, if it’s made of gold 
or silver, we have it. Thing useful, orna 
mental and essential crowd our r trays of ster 
ing silver novelties 


for in 


For a 
We Personally 
“*Cut’’ Every Garment 


that’s 
made up at this establishment- 
well as fit it—and look after all the 
details. This is only ONE reason 
why our prices are moderate 

We shall be pleased to show y 

those “swell” light and medium 
weight overco 


Tail (By 


Snyder). 


as 


w u 
ats 


. Hock 


r a Furniture Store—(By W. ) 


CARPETS! 


. 

You want ’em, and 

half a chance and we can suit you. All 

ask is tor you to look, and if we don’t 

»w you the best styles and quote the lowest 
rices to be had in the city don’t buy of us 
Furniture; well, we can save you money 
ere also. Come and see if we can’t 


‘ve got em. Give 


we 


r a Hardware Store—By Hugh Reilly) 


We've a line of 


Special Brushes 


which we recom 

end strongly for enamel paints. Laid on 

th these tools, the enamel will look its best 

glossiest. Whatever you may want in 

way of decoratives we it, you may 
sure. 


lave 


For a Grocery (By B 
How About That 
Tub of Butter? 


No trouble about its keeping. We are 

th the same old cast-iron guarantee—we 
e ALL the risk. Buy what you can use, 
lif it doesn’t suit we'll take it away and 

fund the money. We know the goods, anc 
the very best Butter to be had - cents 

the price, and less than you ever paid for 
same quality. 


Alley). 


out 


Kitchen Ranges, t 


RS’ INK 


For a Shoe Store—(By R. C. 
WE DON’T SELL 
CHEAP SHOES. 


We do sell low-priced shoes. In fact 
best shoes for the money in town. No 
ill-fitting, carelessly mz ade shoe in our place 
In spite of the cry about leather going up, 
we're still selling $2.50 and $3 shoes. Better, 
if p es than For soc. more you'll 
not find a shoe th at’ll give you more satisfac 
tion, no matter where it’s bought 


hen). 


er 


For a Dry Goods Store—(By A. Moynan 


THESE ARE THE 
KIND OF DAYS 


which make one 
winter the 
and other 
all 


€ 


think of the 
warm underwear 
autumn 
here 


wrap 
the 
of 


wearables, whicl 


in full f 


are re 


For a Shoe Store— By B. Rich). 


‘Stylish and Healthful Shoes. 


Heretofore such a combination has been 
impossible, for the shoe which been 
stylish has been exceedingly injurious to the 
foot. Now comes the shoe, which conforms 
with the true lines of the ‘human foot and 
which has met with favor with the “ swell ”’ 
set and become “ the thing ”’ all at once. We 
were first to introduce them last summer and 
n wing in this line: 


has 


w we are shx 


Store—(By C. F. 


For a Harness 


UNDER 
A BLANKET. 


That is where you should keep 
your horse on cold days, and when 
you drive you will want your knees 
warmly covered by one of our lap 
robes. Our prices are low. ( 
and see us before you buy. 


ome 


ods 


bustle 


Store 


For a Dry G 


about 


There's 
store 

There are crowds of ple moving to and 
fro, thronging the main floor, strolling about 
the basement, roaming through the galleries 
and overflowing into the annex. 

’Tis the oncoming tide of Fall 
that promises to swell to a high flood point 
never before reached 

This store’s untarnished record of years’ 
honest selling of only rthy Dry Goods 
| fair prices bears legitimate fruit in the un 
aurea tae nce shown, and the very liberal 

atronage bestowed. 


a hum and the big 


re 


business 


Ww a 


Stow Hanrahan) 


LoTs OF 
PARLOR COMFORT 


in 


Ni 


», if you want one, 


ora Store—(By C. 


Parlor Stoves 
better on earth. 


our 
yne 
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The Good Work 


is still going on, and 


The 
fl t. Paul 
+} QGlobe 


| IS RIGHT IN IT. 
} 




















Don’t fail to make hay while the 
sun shines. You can do this, as 
the dawn of an_ unprecedented 
season of prosperity is upon us, 


especially in the Northwest, where 


- 
crops are larger and the outlook for 
J . 
{ business greater than ever before. 
f Don’t fail to place us on your 


list and any further information 


i ; 
: cheerfully furnished by 





©. 8. SLLIS, 
Special Representative, 
517-518 Temple Court, 
New York. 
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** America’s 
Magazines 


And Their Relation 
To the Advertiser” 








We have gotten out a book. concerning 
this country’s magazines, that gives more 
complete and concise information than was 
ever compiled before. 

It goes into details; describes the maga- 
zines, their style, circulation and the charac- 
ter of theirreaders. Its argument is thought 


enough of to be widely quoted. 

“It is the handsomest, the briefest, the 
the most unique, the most original, the 
most sensible and the most effective book 
of its kind I have ever seen.”—Vath’/ 
C. Fowler, Jr. : 

“One of the most pleasing pieces of 
printed matter I ever saw.”—Printers’ 
Ink, Dept. of Criticism, Sept 4th. 

This book defies waste baskets and dark 
drawers and aspires for the ready reference 
yart of your desk. Have you a place for it? 
“hen write. It 1s free. 


LORD & THOMAS, 


Newspaper and [lagazine 
Advertising, 


45749 Randolph Street, 
CHICAGO. 
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THREE GREAT CHARACTERISTICS: 


ENTERPRISING, 
PATRIOTIC, 
RELIABLE. 


) 
Baltimore American 


Baltimore, Maryland. 


Unsurpassed as an Advertising Medium, and amoung 


one of the oldest Papers in America, 
being founded in 1773. 

It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 
acteristics that give a mewspaper that quality that 
shrewd advertisers seek. “‘THE AMERICAN” is 
such a paper. Its circulation is good and increasing 
rapidly, and advertisers will find it a paying medium. 


a 
Sunday, = = 100,000 


Circulation: | Daity,- - - 40,000 


Twice-a-week,= 45,000 
1 nae iii 
A. FRANK RICHARDSON, 








Ch '' of Cc. ce, 
Chicago. 





Tribune Building, 
New York. 


D. P. BEVANS, Eastern Manager, 165 World Bidg., New York. 
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Some Men 
Try 


\} Advertising 


as the Indian tried feathers. 
He took one feather, laid 
it on the board and slept on 
it all night. In the morn- 
ing he remarked: ‘‘ White 
man say feathers heap soft; 


white man d—— fool.” 


You may start in a small way (most of the large adver- 
tisers have), but by keeping persistently before the public 
you cannot fail of success, Never were the farmers so 
progressive and well-to-do as now, and an article of merit 
advertised in the 


Farm and Fireside 


is sure to find plenty of customers among the immense 
number of people who read its columns regularly. 


Guaranteed Circulation 310,000 Copies Each Issue. 


New York Farm and Fireside, - . . 30,000 


Eastern Edition Farm and Fireside, - - = 125,000 
(Does not include New York.) 


Illinois Farm and Fireside, - - ~ 30,000 


Western Edition Farm and Fireside, : = 125,000 
(Does not include Illinois.) ae 


Total, - 310,000 


MAST, CROWELL & KIRKPATRICK, Publishers, 
SPRINGFIELD, OHIO. 
New Yor« Orrice, 108 Times BUILDING, N. Y. 
JOSEPH W. KENNEDY, Manacenr. 
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More Circulation 
And Less Than Half | 
Their Rate. | 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three f 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 


goes to 82% per cent of all the occupied 
houses. It charges but 7% cents per line for [ 
f 
10,000 lines to be used within one year. ‘ 
L. R. Hamersly, f 
f 


New York Representative, 


49 Potter Building. 
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THE AMERICAN 
NEWSPAPER 
Far DIRECTORY 


Describes and reports the circulation of 20,395 


Newspapers and Periodicals. 
, <a > 


Pays areward of $1oo for every case where a pub- 
lisher is not accorded a circulation rating in accord- 
ance with facts shown by his statement in detail, if 
signed and dated, and $100 reward to the first person 


who shows any such statement to have been untrue. 
ee. 


OVER ONE THOUSAND PAGES. 
PRICE FIVE DOLLARS. 


Thirty cents extra for postage if forwarded by 


mail. Address, 


Geo. P. Rowell & Co., 


Publishers, 


10 Spruce Street, New York. 
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In the Vast Region 


Between Circle City 
In the Arctic Zone 


and the Columbia River, 
Between the [Pacific Ocean and the 


Great Rocky Mountain System, 
The most widely read paper 
is the 


.SEATILE.. 


(Daily, Sunday, Weekly.) 


.POST-INTELLIGENCER.. 





oeeeee 


In every mining town, lumber camp and 
fishing settlement on the entire coast from 
Astoria to Behring Sea this great paper is 
found. It has MORE THAN “double the cir- 
culation of any paper in the State,” and is 
the only morning paper in the prosperous 
City of Seattle, and advertisers wishing to 
cover Washington and Alaska need use no 
other paper. 








KNOWN CIRCULATION : 


Daily, exceeding - 14,000 
Sunday, “ - 15,000 
Weekly, “ - 15,000 
Avee~ 
A. FRANK RICHARDSON, 


CHICAGO OFFICE, 


CHAMBER OF COMMERCE BLDG. NEW YORK. 


JAMES D. HOGE, Jr., Manager, 
Seattle, Wash. 


Poorer eeeeooeoe teeees 


TRIBUNE BUILDING, 
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cool KNOW... 


WOOODOSD 





I know from a wonderfully profitable 


experience that the pages of PRINTERS’ 
INK are worth more than they cost. 
oO _ 90-7 96->_96-F_D 
I know that the right sort of adver- 
tising published in them will bring 


results. 


I know that any acceptable proposi- 
tion made in the pages of PRINTERS’ INK 
will find ready and large acceptance. 


I know the first dollar I ever paid 
for space in PRINTERS’ INK brought me 
five dollars in return. 

I know the returns since then have 
been very much greater in proportion.— 
Charles Austin Bates, N.Y., Oct. 9, 1895. 
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Quails. 


Every now and then some surprised man sends in word 
“Tam not receiving PRINTERS’ INK.” The trouble in 
every case is that he has not renewed his subscription. If 
any man is receiving PRINTERS’ INK who has not paid for 
it, or for whom some friend has not paid, the publishers of 


PRINTERS’ INK are simply ignorant of the fact. In order 
that PRINTERS’ INK may collect a large number of five 
dollar bills for yearly subscriptions next year, it becomes 
quite important that the persons most likely to subscribe 
shall not be receiving the paper gratuitously. 

There are a good many inquiries concerning 
the probable influence upon the circulation of 
PRINTERS’ INK of the increase of price after 
January Ist from $2 to $5 a year. The pub- 
lishers of PRINTERS’ INK are able to announce 
that a larger circulation for 1896 is already as- 
sured than has been enjoyed for 1895. The 
number of subscriptions paid for to the end of 
the century, January Ist, 1901, is as surprising as it is gratify- 
ing. Over four hundred have been added in a single week 
and more than two thousand within the past six weeks. 

Every man has at one time or another 

listened to the reported conversation between 
the school boys at luncheon time. One was 
eating an apple, and the other, not so fortunate, 
cries out, “I speak for that core,” and then 
‘| the reply, “ There ain’t going to be no core.” 
: PRINTERS’ INK is reminded of the above 
— “>= alleged incident by the numerous inquiries 
received from time to time concerning the exact dat: 
upon which PRINTERS’ INK will begin to issue the Quail 
announcements offering free insertions for the 
remainder of the year, for advertisements con- 
tracted to be inserted throughout 1896. Th 
amount of advertising already contracted for 
for PRINTERS’ INK is so considerable that it 
is deemed advisable to omit the Quail an- 
nouncements for this year. 
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This represents a This represents a 


subscription for subscription for 


PRINTERS’ INK for PRINTERS’ INK for 


one year if ordered one year if ordered 
before Dec. 31st. after Dec. 31st. 


Price $2. Price $5. 


These represent a subscription for five years or five 
subscriptions for PRINTERS’ INK for one year. And these 


if bought before December 31st, can be had for $10; but 


o 


ordered after that date the price will be $25. 


Is it not surprising what a difference 


a single day will make sometimes? 


ADDRESS, WITH $2 OR $10, PRINTERS’ INK, NO. IO SPRUCE STREET, NEW YORK. 
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Those Outside Spaces, for 


Enameled Signs, on the 


-Rochester Cars... 





are “ Birds.” 


Sizes: 9 x 30 and g x 36 inches, 


and they are cheap! 


~ 


SS 


Carleton & Kissam, 


Yavtavata*a~s 





16 State St., Rochester, N. Y. 









Postal Telegraph Bldg, New York. 


50 Bromfield St., Boston. 
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pr Have you reflected 


That one year ago the 


Brooklyn Elevated 


.--e- RAILROAD.... 


Carried only 70,000 passengers daily ? 


Now it carries 140,000 
and has a record of 205,000 


S 


$100 per month 


(on yearly contract) 


puts your ad in all the cars. 
January 1st it will be $125 per month. 


..GET IN NOW... 


h 
CARLETON & KISSAM 


35 SANDS ST., BROOKLYN. 


Postal Telegraph Building, New York. 
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The 
St. Louis 
Chronicle 
cuwnntes 1 (0,000 


Daily Circulation. 


The 

Cincinnati 
Post... 
curate (20,000 


Daily Circulation. 














The largest circulation of 
any daily west of the Mis- 
sissippi River. 


The largest circulation of 
any daily between New York 
and Chicago. 
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The 
Kentucky 
Post... 
cuanntet (2,000 


Daily Circulation. 


The 
Cleveland 
Press... 

cuwnntene 79,000 


Daily Circulation. 







The largest circulation of 
any daily in Kentucky, out- 
side of Louisville. 





The largest circulation in 
Northern Ohio. 




















THE SCRIPPS-McRAE LEAGUE, 
E. T. PERRY, 
Manager Foreign Advertising Dep’t, 
53 TRIBUNE BLDG., NEW YORK. 66 HARTFORD BLDG., CHICAGO. 












